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' &
Distrlbutlve Education is a vocatlo

“education program
. centering aroungd five major’areas F,

,structlon. These .areas«

lnclhde the‘follow;ng

s Y

. ?he Functions of harﬂiplﬂg and blstrlbutlon

%. Fundamental Skills—- N
- o 3. Produgt=or Service Technology :
4.. The Socjal Skills and Human Relatlons
5. Economlc Understandings . ” .
zfgf/ . As a.future teacher - coggdlnator, you will be requlred to
o eOelop 1nstructLona1 materlals and lesson plans to assist you '
., in Opganizing subject matter for Distributive Education. It is -
, . our hope that“thls publlcatlon w1ll a331st you . in thls endeavor.

dﬁce you have completed the course of study in Dlstrlbutlve
Education, you will be able to share your: knowledge by training
. © studentg Who want and can profit from .instruction and training in
Bistributive Lduéaflon so that they can thQQe galnfﬁlly employed
-—and advance 1nla dlstrlbutlve occupatmom. Lt *

-

: i+ This publ' tion was developed by the follow1ng Dlstrlbutlve .o
. Education majors under the dlpectlon of Dr\ Raymond J.- Grandfleld
. T eiiei:gd oator\ Delaware State College for the scheol year 1975-
197¢ . .
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R

» puts educative agents to work on,
- humans to produce’ bertaln changes
results.

¥

: . ,
kinltlon of ? method: "An ordered system by which a teacher :

r

k4

Flvé\séfments of a ifffgg;/(

1. Aim The aim should be a specific objective for each
\ ~  class. . \ - 3

P

The ‘introducticfi should primarily se

.

. yoh

4.,

2\ Introductlon

as a tie-in with material of a previ
lessoh pr experience.

wish to convey by your chosen method.

" 3.k Content *This is “the message or Subject matter that

ve . :
1pus

¢

Sunmarz Jhis is a reinforcement of the prlnc1ples you
- *have already taught. Repetltlon which o3
, “summeri 4 's content helps the :
‘ - students tq retain the—s ter. -
. ) M
Evaluation This evaluation may be given at the end

of each period to the entire class ;n::;="::>*qﬂ

a test form, or the basic que$tions may
be posed in general and students selected
at random to answer: rrmm. . - -

? M

B SN

~, 4
t-4
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THE FIVE MAJOR AREAS IN . .
. DISTRIBUTIVE EDUCATION
\
\ ? .
The , - ‘ .
Func’?i‘o/qg A\ T
of \\ T L
Marketing )
and .
Distribution ~
1 v . /
N .
Product. or Service Fundamental- -
Technology /Ski/l/l .

el Wl T -
The . ) ~ — - ‘\‘\ <
Economic Social Skills W % . I
Understanding and L
Human \ ' ﬁ
-Relations S~ b
@ \ N ’~ ¢ 4 .
Vo
\' :\
IS '\‘
; i
| . ‘
~ i - T ——




Functions

~ Wof’-

Marketing .
" and .’

Di;;ribqtion

—ERIC™
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, ™ :} ‘Toﬁib; ’ ,Market Segmentatxon-ls The Answer To Manket Manage-'
. o ment. . . .
- Method: » The Lecture Method . ? Lo .

~ S-}rade_:Level 118012
L' ;)., o At the completlon of ,this lessbnrthe student w1Ii be able to:

,;” ) ~;:/f. ‘erte the deflnltlon‘of‘market a; a marketlng qxecutlve-
" wduldNSee it (Defined by Wllllam Jr Stanton) L.

~...’ P R “

2. Orally or wrlttenfly def;ne market segmentatlon
»'{"“" 3.7 Indlcaﬂ% two~reasons why market segmentatldh is. 1mportant.

, k.. Llst and ‘briefly discuss three ways market segmentation
may asSist management in its plannlng

\J s ) .

5. Wnite three condltions that wlll help manag\ment effect '

o ‘ mar t segmentatlon ., ,
\ b, . .0 N * ‘
-’ N ‘ . E — , . \ ¢ ,' r .—. .
Introduct yf . ““““*»§§\=. )
7 . * . . '

IS

N

. " .Good afﬁe noon’ claSs. Thls\afternoon g 1esson will- cover
- "Market Segme tation Is: The Answer To Marke% hanageméni You
will learh ‘hov to- defire _market and ‘market segmenkatxdh as».
marketlng exe utive sees -it. You will -also learn why,market BN
segmentatlon s necedsary and ho;&market §egmentatlon ‘can a331st
manigement-in {its: planning. o~ ' v )

Content

& : ‘ ~_ h o
Al. Definiltion of terms. oo T fﬁ<:\\\\\nd\ . -
' .. L \ . . ~ T e
o ..~ Market can|be defined as a place where buyers\a\  sellers -
' . meet to offer, sell or transfer ownership. —

ﬁarket may|bé defined as an aggregate demand by potentlal
< buyers of a Droduct or a service.

\ C Market is- efl ed as a demand for a product ‘ ;'

a

(R

v -

rket executive sees it, is people with
spemd<\and thw willingness to

»

The market as the
needs to satisfy, the mon
’ ) spend it. (William J. St
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. X . N 4 4* =~ o L,
P V{ Market segmentatlon is a procéss of taking..thé- total hetero- S

A geneous (mlxed) market for a’ p?oduc dﬁd d1$1d1ng it into several ,
* "submarkets or sementgg,each whlcn;téhds ;o be mixed in all sfgnl-' N

«, . ficant aspects.- ; > . s .
. P &. v s ,

‘ S . ¢ . I LI * ' .
r, . a. ~ Two reasons why market Sepmentatlbn.ls neceSéary are: - RPN
- o, l; Dynamic Market Change * . P

2. harkets For a Product Changé I T é'l
; .Markets are dynamlc, not statlc, they change contlnually as

. dQ ou attitudes,uour life styles? family s1tuatlons, income¢, and
¢he ge grabhnc patterns.

= .

’.
- , "' -

-9
-
H

o oo A Markets for a Droduét change as it. goes. through its’ llfe
: Eycie (from its 1ntroductlon, thpough its growth stage, to the

« - ‘period of sales-decline).. Ifems| to consider, i.e., autonoblle, .
e black and WhltePT V . ’ e
. c B, T Flve .ways management benefits.from market segmentatlon are: -
A e+ 1. Directing mqney and efforts .toward profltable markets -
t R Des1gn1hg products for matching market demands ' . -
¥, . . 4 3. “Choosing advertising media more lntélllgently = ;
g ) -4 * Timing promotional sales programs

5.- Budgetlnp L ] o o . - o .

Market seomentatlon will helg management tailor their cost .
.and plnD01nt areas where efforts should be expended toward the
potentlally most prothable Markets'.

o v Market’ sepmentatlon~can maximize profit by mlnﬁnlzlng(product "L |
designs through matching des1gns to market demands. 'The market

needs orily small altos, there is no need for an excess of large
- .+~ ' autos.

v

, PN

Market segmentatlon assists- marragement in sellecting the
proper ‘advertising media suitable, i.e., a small firm could not
) afford a lavish advert1s1ng program. Budget would not permit it. |
R A large firm could afford a lavish advert1s1ng program, becduse
" of its budget. .- ) N

N

S

Market segmentation singling 6ut areas of needs, with 1ncome,
- this would prove of great benefit to management. Management . ;
, could set the timing of promotlonal efforts so they are heaviest
' during those times when response is llkely td be at its peak.

- [

. g
. . Management, can either adjust its’ budget depending upon where
.2 the” market or the -expenditure area mlght need the funds.

N




v 3'.. ~
8" goal should be to segment its market )
e oin such a wag, that eac . seg mentrzlll respond in a mixed fashion', | ..,
) tao a given marketing- ogram 18t 5 the characteristics used -

% . . . "to categorize custemef’s, must be a measurable one. and the data :

' must’be\aocess1ble.f
approval a‘“desire for ecologlcally compatlble products may he
,characteristics id tlfylng a glven segment, but -the data for
“these factors are
CEE Second the ‘fnarket segment itsblf must be access1ble .to the -
' advert1$1ng madij, salesmen, etc., all with.a mlnlmum of cast or .
waste. ,. Some national maga21ne such as Tlme Newsweek:.e€tc.’, can
" be used by the /advertiser in such a way,.an ad is run aimed at a
spec1f1c segment of the market{West) and not waste money by hav1ng,
ad exposed in /the other nonmarket area. ’ o -

R rIdeally managemen

. Thlrd; ach segment . used should ‘be larg enough for 1t'¢o be
- p{;éitable., In the process .of segmenting a onsumer market} a
‘ fixm could go to the extreme of. developing a,w1de variety of "

styles, colors, -sizes "and prlces.‘ Of course, ppodqétlons and in-
ally control these expans1ons, but it is p0331ble in

L3

’

tudents,w1ll be given 50 minutes to CCOmpllSh, in written .
form| without the d}d of reference, the f llow1ng
1. Define market as a marketing execgutive would see it.
“(William J. Stanton) .
¢ . ‘ 2.4 Define. market segmentation.
' 3. Indicate two reasons why market
4. List and briefly discuss three
may assist management in planning.
5. Write three condltlons that %11 .aid’ management effectlng
- ' . - marketing segmentatlon ; .. ' N

egmentation is important.
ays market segmentatlon
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‘ . ’ . s \\\e\\ { ‘: - " e ) .“ ’_ . . - .
. .Topic: The Functlons»Qf Management T R .o
Methodr- - _ The D;scu3510n Metbod ) cL T
' - . . ’ * . ) M‘R :’.
Grade Level: 11 and 2 . . ; .
R} .. ", . R . . R
. oy -"éir_n_ =~ ' . RN ' v
, " a. To wrlte the meaning of the term management .. ‘ .
. Lot b., To list er recite t?p four functions of mandgement -
\ | . . R s . . ) . .
. . ¢ v L Y ' . L
¢ .‘ Entroductlcn . ‘ 3 . i;wt o . !
~? d v < T a . e, ~ rz" N .
< .t ! M < o I ’ . 4..
.. Deflne the who what, when, wheﬁe why, and’ how of. manage- .
- . ment. . 7 » A N ,‘c“(:‘ -
» 2 . . VDo S ’,
) Content Questlons to be answered through a contlnual and pur~,
o ~poseful dlfectlons of dlscussaon. L . . T~ _
- 1. Why is management nedessary?, Y '\ Ce ' :
. a. Management.is responsible for the success or - g
failure of a business. .o . e \
<. ", ’ . : | '
‘ 2. When is management needed? ‘ ’ N )
y p a., Management is responsible for the success or
. ' fallure of a busipess. o N
. .t N ]
) - - N
\ 3. What “does managemen do? , > :
) a. Management is a/process, a manager may, and often\‘
. does, perform gimultaneously, or at least as a .
' part, of a continum all ¢f the following four func-
tions: 'planni g, orgadlzlng, directing, and con- /. ,
¥ trolllng in o‘der to tain stated objectives. o~
. G °
4. Who-is con31dered 4 mamber of. management ? . -
~— “m_ @’ Those persons|who direct the work of others’ are
f&QQM\ .a part of manggement and there are, some who'do/
- e -~.not direct thg work /of others THese are staff
. : speclallsts, and .are consideyed.a part of m )
/ ment. ‘ ’
/ 5. Hew.it (manage nt) - ' )
S Y- 28 Through thé of a manager.. '
v Organ121ng, Di ion, an Controlllng.~ ¢ :
/ .
o 6. Wheﬂe 1s managemen| :
/ a. Throughout the phases ©f a businegs,o
x - ‘1 i -



What happens durlng the planning’ functioen?

" ’a. . Planning is-the first function performed. Once

¢ * . _ " objectives have been determined, the means neces- ' \\<
- ¥"  sary to‘achieve these stated objectlves are W,

presented as plans. Plans,.determine thé course )

n organlzatlon takes and provldes a basis for

' ating ‘the degree of probable succe$s if will

fulfulling* its objectives. Plans are pre- .

lono range act1v1t1es as well as short - «

K] Y

8. What goes on’ durlnp ] ongan121ng function?
a. In order to carry ut plans after they have been
prepared,- it is nece
tion. It is a funcflo

" .plans.” The objectives of eriterprisé and the plan
requlred to meet these obpjegtives have a direct
bearing’ upon the characteris ics and structure of .
the organization. ) :

9. What does the diréction function do? - L O
. a. Dlrectlng been termed motlvatlng, loading, C v
bu1ld1ng, stimulating, and activating. Although
- each of thege words has a different connotatlana~
* .~ any one of these terms indicate.clearly’that this.
function of managepent is concerned with the‘human
_fagtors of an ‘organization. To direct an organlza—
_tion so that objectlves may be achieved is & major )
function of the management.“
» N . . )
10. What does the controlling functlon “do? , - o
a. This is the-last phase- of the~management process
The control function medsureés present performance *
in relation to exDected standards of Derformance,.
and as a result of such. comparlson it can be de-
termined wheather or not correctlve~acflon 1s
needed to bring present performance in line with
expected perfopmance expressed as standards. The’
. control function is exercised conxlnuously, and, N
although related to the function of organizing - . ¢,
: . ' and directing, it ;s more closely associated with - - .
the planning function. The corrective action of- Y
. control almost invaribly calls -for a reinstatement )
/. ) of plans. As a result, many students of £he manages
ment process consider the planning ‘and control a°
mart of an continuous cycle of planning-control™-
planning. « ‘ .ot
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Topic: . Types of Retail Stores

i R A B
- . ° ‘&" . / // by
.

Method: Vecentian and Audio Visual . _—
Grade Level: 11th and 12th /// ' )
Aim - S e

—— - - i -

- . :
The student will be able to orally discuss and differentiate
the types of retail stores with the aid of the instructor and : -
visuals. , ,/ \
‘ ’ 7, ) . .,
Introduction

.6 ‘
In previous lessons, we have been learning how modern re-’
tailing began. Tany, we will learn about the Bgs of retail

_stores: DN i
Content \ ‘
I. Ask students to .describe and give examples of a retail store.

A. Two jor distinctions: .
1. Mhat the store sells - Gpods or Services
2. location and Size
a. Large retailers ‘offer

|

/ 1. 1lower prices, gredter selection of mers\an-
, \ . dise, and additionWl services.
o ! b. Smaller retailers offe
i \ 1. = Personalized servicg\, convenient locatlon
, L \ and specialized merchandise.

II. Types of Retail Stores
A// The Independent Sgore'’
1. Classified as®independant because they are inde-
pendently owned and operated.
2. The oldest and most common type of store N
3. D& a major share of thé business in some fields
(florists and auto) but account for a small share .
of business in other fields (variety).
by

B. Corporate Cha¥ys
1. A chailn organization is ‘a group of stores linked
together der one management. Three kinds of
chains: X T
a. local 4 if the majority of stores in the chain
are 1n §r areund one city
b. sectional - (or.regional) if the Stores are
confined. to one section or region of the
t ' country (Ginos, Winn-Dixie)

-

¢
.
S

»

710




+ ¢. National - if stores’ are located throughout
X ~ the country ( ASP) | ) .

in stores date back, to 1859 with AEP but they
did hot staballze untll the 1ate\1930 5.

. .-
Corporate chains.account*for ov %09 of  the natzdn;
total retail trade volume gnd i s éontinuing .to _grow. sl
- a. In some fields chain stores dominate- the‘bus1- -7%
‘ness-doing over 60% of the sales: volume: Wbmen‘Sw”

—" apparell; variety;. drugs.‘ R DI IR A oL
s’ . “1*\‘ »l"! , J .V “.l
Control: or management anﬁtbuylng 1s but of a centra~
of fice: and/or branches. . . &.; - o .
S ' - ’
5. Offered new and sudcessfuf nere andlslng technlques
fvoluntary . 3

' &. centralized,buyi Jeme.ind. stores have formed
chains. / .
dramatie~Store interiors and w1ndow dlsplays
aggressive sales promotion : "

tematic financial recordsﬁfﬁf

ano

-~

Specialty Store ’ ’ Lﬁ;;ﬁ/i T 2
1. A store carrying one.type. 6f pérchandise or a single- - -
+ line of goods may be 1ndepe ant or a éhain (Bridal— //)/
jewerly) - Ve - ' RCE

2. Offers a better assortmerit of goods in one llneb

Department Store o )
1. A'store that sells many dlfferent llhes of merchan- o,

dise (Sears, 'Penney's) -
a. offers dry *goods, hardware, etc. - many spec1a1ty '

. stores 'under one roof

2. Organized into departments for major 11nes of mer-
chandise and store operatlons (personnel and custo-
mer service) _ RN

3. Smaller'dept. stores arejloaing_grbund or are joining

chains. L ) °
Supermarket : S S
1. A departmentalized retall food store hav1ng four'

major departments s

, a. -meats; groceries; a produce, and dalry
2. <0fficial’classification’as eupermarket
a. must have a self-service grocery department and
must do a minimum of a million dollar bu81ness
annually. SR Ca
3. Supermarkets only represent 7% of all grocery stores
but account- fbér about all of 55¢ of all grocery :
sales. WHY? 11 3 f:

W

. . ot
S VIR S
. '
. . N
\ll - : . .I




F. Dlscount Houses
1. Mainly-in ther;gsimlﬁ years - approx1mately WAGQG*”“
. N of - them. . o~
o 2. Two types:
c! a. Low-rent locatlon which concentrates on selllng
s basically one line of merchandise, selling be-
: * low retail prices (factory leftovers)
+ b. Mass merchandiser (low priced department s tore)
{. 1. wusually located in downtown and carries a
: 1 limited assortment of goods in lower prlces
) ' than the:department store.
; v 3. %oth types advertise heavily and offer few services
U, ttempt to sell large volume at smaller profit mar-
g ' gln i [
. ; ‘ .
G. Mail Order v
Ct 1.* Selling through a cataloa (Sears and Montgomery
Wards) -
¢ 2. Recently discount.mail order firms started (Do ’
you think mail order'selllng will grow in the
future?) -+ . .

.....

H. Direct Selling or' abr-to Door :
1. Direct selling from the producer or manufacturer
to the customer ‘without going through mlddlemen
. (Fuller Brush, -Avon), - o ..

- ~

Sumpar

Instructor will repeat thé'tyoes of stores far ‘review.
e . N . Y
Evaluation "
k3 2
As the instructor shows slides of dlfferent types of stores,
the students will verbally 1dentify the’ types of retail stores
shown. . ] .

£
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Topic " Class1ffcatlon of Goods
Method: - = ancentlan, ’ .
Grade Level: 11.§ 12 _ ‘ - - .

-

Aim . . ] ) ’ -
L At the end of this lesson the student w111 be able to llst

def;ne, and give eéxamples of SiX différent’ classifications of
goods within a thlrty minute. Derlod without the aid of re ferences.

» -

Introduction - " , ‘ . .-

% .

.. This® lesson is an 1ntroductlon to discussions of the relation-
~sh1p between$the types of goods and-store layout and of the
.marketinging considerations requ1red by egch of the various types
of goods. The students' past experiences and observatlons in local
stores will be used to aid in the identification of each type of

L4

4

-

A~ '

good. 5
N
Content "y o .
. 1. The following chart will be d velcped:
< Industrial—--f-~Co‘ cigi?>:-—-Consumer
1}
. . . S 1 _g:
, Convenience ‘Shopping Spektialty -.
2. "Asthe < cﬁart—ts~develoced, each-classification will be
. defined. : ,
3. The class’ w111 be asked to give examples of each type
of good. ,
4. 1o'1ay the groundwork for future discussions, students
will be asked-to offer opinions<of each type of good
» Xon store layout and/or- marketlng methods. ‘
. s
Summary | . T . . -

The process of developing the- chart will be repeated thlS
time- wlthout general d13cus$10n of the elements on’ the chart-.

-
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. Durlng the summary “the teacher w1Il g;ve the cla351f1¢a- AN SR
tions of goods and thewclass, either }nd1v1dually ‘or as a wholez' . g
will supply definitions.and .examples.” Based on the performince
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)fbr the next class period: - - .*, » o :
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s - . Topic: Clasdification of Retailers A
. __— : . { ‘
D Method: Socratic b \
. ,“.. LS -
4 *i . Grade Level: 11th
’ . -t h 1
) Aim . ‘
At the conclusion of this lesson of this lesson the students
: ' ° will be able to list five classifications of retailers and the
basis used to classify them. The students will also be able to
cla331fy a retail store given certain information about the .
. y store's organlzatlon, merchandlse and locatlon
[ Introduction Mo . ) '
~ Today s 1esson is a- conxlnuatlon in our study. of retalllng

. ~In our previous’lessons in .retailing, we have leaPrned the main
‘ and subsidiary functions of marketing which are: merchandising,
- buylng, selling, storing, flnan01ng, traffic management, account-
. ing, risk management, market résearch and standardizafion and.
- © grading. Ye also learned the three major types of business
’ , classifications which are: producters, middlemen and servige
\ establishments. Today, we will learn five basis used to dlassify
. retailers. At the end of today's' lesson you'should be able to -
list' and differentiate orally at least five basis used to'classify
retailers. As future managers An the field of marketing it.is
very important th@t you, have knowledge of these' classifications.
In order to learn. the objecxlves it i$ important that you read
your' text carefully so that you will be able to ask questions - .
and partlclpate 1n discussions in class.

Content R 4ér " - - L
B . . - -. \: . '. ‘.v“r . o, %‘ .*
. . Basis of Classxgylng Reftailers ° Co ,
I. The basxs of c1a331fY1ng retallers are: = To. '//

\

1. By Locaflon$-Where are stores- located° ' /
*a. Downtown stores: S ' .
Question: -What's happenlng to downtowh stores°'

, Answer: Tﬁey are moving to suburban areas.
Question: Why are they moving to suburban areas?
AnsweY’ Population has become more mobile.

[ 2 ' "
)
, is
r » N
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_ QUestign: What are chain stores?. : /

;’/
&
>
Py '
/
“'—‘(—“";*
. P Pt
. ! \ .
4
r ‘3

b. %omnw Centers: ’ - : :
Question: What is .the biggest advantage of —
shopping centers? . ——
"Answer: More parking space : R ‘ .

C. Neighborhood Stores
Question: Wwhat are the advantages qf neighborhoo /-
// stores?
Answer: Convenience

;o

By the Number of Stores: .

a. Independent : ' ~ ‘
Cuestion: How does a retailer classify as an

1ndependent°
Answer 1. When it is not apart of some larger group
of stores.
Usually one stor J
. / Example: Famil grocer . .
b. Multi-Units s ‘ S
Question: What i? a multi-unit store? )
Ansver: Two or| three stores r : R
¢. Chains: |

Answer: l Four or more gtores
"~ 2. Sells|similiar lines d% menchandlse
3./Have ilmllzag archltebtual motif (having/
samé main feature 1n/de31gn - MacDonald
4., Feature centraliZe ﬂlylng. (Purchase stock -
frov central locatigns.) .
)
By Method of Contacting Customers / '
Question: What aré some methods of contacting customers’

Answer: = 1. Over the counter

—_— ¥ iﬂé

> 2. By correspondence - Mail order se ng. .
Thrives where markets are not con trated
Y Example: Sears, Wapyds, Spelgels, Aldens.
3¢« Door to Door :
Example: ﬁier brush, Stanley ﬁome Pro-~"
: //' t lectrolux. ‘

By Serviges Rendered:

a. - full Service: / // LY ’ e

Ouestion: Name some sepvices offered by retailers.
Answer: Credit, gift/wrap, delivery, fashlon shows,
party, counseling. .
b. . Part or Zimited - one or more serv1ces.
c. Cash arry - no serv1ce - ’

TN A

.
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On the Basis of Ownershif:

i a. Individual Proprietorship

. Question: what 1s individual proprietorship?

Answer: __.Gne person having exclusive title to a
store (sole owner)

Features: 1. Unlimited liability for buswness debts
2. Mo income tax levy on the business,

[8a)
-

o but on the owner only. =L
N . . ] e *
b. Partnership: : . 7 ]
Question: ﬂhat is a partnership? . Lo
Answer: Two or more persons in coownership.

Features: 1. Unlimited liability
2. One partner can bind others when

acting within the scope e
ness N
3. o income tax levy on partnershlp -
. itself -y
€. Corporation: Coe
Question: “hat is a corporation?
Answer: Group ownership through the purchase of stock. *
Features: 1. Limited liability }
/ 2. Income tax levied upon corporate profits ;

and .dividends pgld to stock holders.

7. By llerchangise and Method of Operation
a. General Store:

. ) Question: Where are they found? /
Answer: Usually in small c unities and rural areas.
Question: What kind of merchdndise do they carry?

R 7 Answer: A highly diversified line of products.’
f

» . . .
’ b. Variety Stores: . X o
/, Question: What are the charéftepistlcs of a variety

store? -
Answer: Multlllne, but it/concentrates on lower = - ~
) / ! price lines and emphasizes open dlsplay )
- of all its stock. Some are self service.
' ) Examples: Woolworth, W. T. Grants. ,
/

c. Speciality Shops: /’ : , .
| Question: Where they found? e -
/ ‘ ' Answer: Found igésmall eommunities and in all the

—— larger metropolitan ters. 7 . :
Question: What kind of merchandlse do ‘they carry? - v
Answer : Narrow-line merchandise -- m1111nery, '

]ewelry, shoes’, flowers.

-
» ‘r
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) Review the objectives of the lesson.
v’ v . . » .
Fvaluation '

. ~
'S Ied

» . e

' The students will be orally tested to see if the material
presented was understcod. The test questions @~ill be from the
‘material stated in the objectives.
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) Topic: Eight Steps To Better Speech Making ’ |
‘Method: Discussion Method b ' )
Grade Level: 11 & 12 Y ‘ 3 “ ‘
.Aim

/ .
At the completion of this lesson the student will be dble to*

1. Write or discuss orally two“of the preparation steps

of speech making.

A. research ‘in advance as to the characterlstlcs of -
, audience, age, sex, etc.

B. select subject that fits Iistenlng audience

C. Design speech for the occa51pn entertain,

nromote good will, etc.
D. relate how proper-use of language is’ ‘necessary

2. List two-methods vou may employ in your speech to
hold the attention of the listener.
3. Recite at least three ways in speech making you may
get the attention of the &udience. -
('Y !
L, State three reasons why purpose 1is necessary 1n speech
makinz. . y .

L)
/
/7
T /

‘5. Hame two ways of how not to bore an audience!

, qugoductlon !
£ ' . . . 8
. Good fternoon class This afternoon s lesson will ¢ever
"Eirht Steps To 'Better. Soegch Maklng Many students do not
// allow fther selves the opportunity to discover their hidden communi-
. cation skills. Why? One of the biggest problems) is --fear of
. he audience. , i
- ,/ . ' \ .'{ ' :‘
/  Content - g x \
‘ \ \\ . K .
a S - ' Foqr Prevaration Steps For Speecﬁ Mak%ng
. Whit would vou want to know, in reference/to characterist cs
of your audience?
. 12\: age
' . B,  séx .
' C C. composition (peers, adults pr1n01pa1)~
: L D. . your relationship to the audience (friendly)

| bt
' ! /{

21 / ! N i °




»

If the speaker can obtain information about the composition
. of his audience orior to the speech, he will be able to determine
how detail or how general the content must be. Likewise, having
a thorough knowledge of the technical terminology and” full know-
ledge of the subject matter will help build the speaker's ‘con-
fidence and aid him in speaking with conviction, which will make

the speakér more effégtive in his speech reception and speech
perception. ’

+ o
3

Evaluation ’ .
\ . .

Have students write and briefly discuss two of the four
preparation steps to speech making. -Also have student write
and briefly discus$ aims 2-5. ;

- ’ - Q‘ «
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- Topic: “  Proper “etho§ of Measuring For Shoe Fitting
~ Top . ; . S >
Mathod: Industrial: i

Grade Level: 1th

Aim \\ , )
N

70 have the students deécﬁibe and demonstrate the proper
. method of measuring_for a shoe fitting.
kY

v ‘ \
\.
Introduction A
. N
. 5

’ Today, we will continue our ob]ectlve of fitting a customer
properly from head to toe. As you recall, we have measured and
fitted the customer for headwear, sult\and trousers, slacks,
dresses and shirts. ‘e will: practlce and learn the proper method
of measurine for shoe fittines in a professlonal way and manner.
"We will measure for léngth and width of the foot. Keep in mind
that you must be style concioug as well as age conscious. You
will not j;}d'a high style :shoe to an elderlwy person.

Thls lesson will help you aé/; sales clerk in a department
. store, that ma have a shoe department, where ybu may be required
: ‘to, work as a Saleo clerk. ¢

Y

Contents
A. Teasurine the foot - Ritz suing stick e o/
’ . Seat the customer. , & . S
2 Place foot stool in front of custeger, you sit down. Xy
3\ Faomdve customers shoe. A \
L. Place customers fgot on foot stool properly. \ '
5. \ Us \Plzt measur?hv stick, measure foot lengthx
6. Inforw customer of estim ted size.
7. ¥Ylace Ritz 'stick un er ball of foot on width scaxp.
8. ote nymber on width' scdle\, turning - stlck over toMW1dth
skale and note w1dth\of faat. ’
9. Ask cuslomer what ahoé th¢y have selected retrive shoe.

, 17. " Insert ot into shoe by nserting toes and ball of the
' . foot firgt.
11. Using a shoe horn on heel lof foot, slide heel into shoe.
12. Lace shoe'y if required, i
13. Have customer stand up ad test shoe ‘for fit by walylng
~a few.steps.
. 14. Have customer tvy on: oth shoes, walk to test fit.
‘ 15. While customer is st? dlng, check 'shoe for proper length
h and width, .

16% Then direct customeJ to the floor mirror to test fit.

24




. 17. Inform customer how well shoe looks and ask if it feels
comfortable.
18. Reseat customer, remove the new shoes and replace
customers old shoes.
13. Write up sales slip, wrap shoes and thank customer
for making a purchase and ask them to stop back again.

B.+ Fitting rubber footwear . .
» l. Locate correct size for the customer.
2 Seat customer, insert toe of shoe into footwear.

3. Push foot into footwear by forward pressure, using
right hand to pull heel on.
. 4. Customer stands to check for proper fit.
. 5. Remove rubber footwear by maintaining pressure on
bottom of footwear with left hand.
6. Remove from heel with right hand.
7. Pull off of shoe.
8. Rebox and write up sale, wrap up footwear and thank
the customer for making a purchase.

Summary

Reinforce by having students demonstrate and explain each
step of measuring foot and trying on shoes.

Evaluation

Students will demonstrate proper proceedures during the
last 39 minutes of class.
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Children's Length Adult Lengsth
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F 516,718/9'1011 12 1131415161 71819202122i23/24 25 F
u.ﬁy
Fis 1)

‘
>_N

,, VK I/
\[-‘.) j

s
DIRECTIOIIS: To Secure Length, (fig. 1) Place customers foot on
stick, (avoid standinr) shove slide to touch the great toe,
then thrust some light downward pressure on toe, release foot
and take note of measurement. ..
To Gauge the Width. (Fig. 2) Place ball of foot across the stick,
over width scile. Push slide up to side’of foot, (see that the
ball joint is exactly in center of stick). Press gently if the -
foot is thin and”loose 3ointed. Press heavier if foot is thick
and firm. Then release foot, remove stick and take note of the
small figures on scale measurement, turn over to chart on back
of stick and compute by length by taking length measurement,
i.e., length 7 and width measurement 18 will equal size 7D.

Tre Custom Size printed on the rule is for receding narrow or

medium toe shoes. The Standard Size for chlldren and adults
“foot-form or plain square toe shoes.
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PAFullToxt Provided by ERIC

Topic: Hos tc Develop Confidence as a2 Sales Clerk
llethed: Vincentian

Srade Level: 10th

~

Aln _ .Y

At the conclusion of this lesson, the students-will deron-
strate the ability to list orally within a five minute neriod,
five wavs to develop confidence as a sales clerk, as it is taught
frorm this lesson. ~

-

Introduction

AY

The purpose of today's lesson is to teach you how to develop
confldence as a sales clerk. Today's lesson is important because
confidence is one of the first steps to success as a sales clerk
or as a manager -- confidence in yourself and the customer's
confidence in you. At the conclusion of today's lesson, vou will
be required td Homonstqéte the ability to list, orally, within a
five "1.ut° perind, five ways to develop confldence as a sales
clerk as it will be taught from today's lesson.

I. Content The job of a'sales clerk is one of the most intérest-
LA L
ing occupations in the world because each day presents new
and exciting experiences. This 1s true because: i
. )
Each customer is a new chaillenge. f
Each shipment of merchandise is a new challencgeg. i
. You will never experience boredom because of inactivyity.
Al
II. Peal 3job satisfaction comes from dealing with customers 'when
we believe they are pleased with our efforts.

0O U

III. ‘‘ost new sales clerks feel uncertain when they begin contact-

ing customers for the. first time.

3. This 1is a natural reaction. Why?

1. Desire to do a good job.

2. Realize there is much to learn

3. ot completely at home in new surroundings
4., Anxious to please the customer.




Iv,

"

Five Ways to Develop Confidence ‘ .
1. Xnow your appearance is favorable ks
a. One way to build confidence is to know that your
appearance is favorable. Customers look at your
- face and hands
b. T'lear simple but clean and well pressed clothlng
1. conservative style

qfﬁﬁ“” 2. avpropriate jewlery:

3. ccmfortable shoes (less tiring)

2. (Attitude) Think of your customer and forget yousself
a. Another way to build confidence is to think of your
customer and try to forget yourkself. »
1. Wwhen a customer approaches y@ur counter or
department center your atténtion on him.
2. Show your w’lllngness to help by the way you
lpok and act.
3. Smile when you speak to hlm -
Note: Use simple tvpe greetings --"Good Hornlng
"Good Afternoon' -- "Hade you seen our new...?"
4. .Get off to a good start by not keeping the cus,
tomer waiting.
Mote: If you-are busy with another customer, let
) the new customér know you have ‘Seen him.

]

3. Your Superv1sor or Sponsor -
a. Bu11d your ponfldence by remembering your sponsor
is near to help 'you when you need help.
b. Your sponsor has had experience and is well acqliaint-
ed with your job.
1. He or she will answer your gquestions.
2. Your sponsor will save you from embrassment when
customers ask you something you haven't had an
opportunity to learn. . :

4. Get Acquainted With Your Work Area
a. Build your confidence by knowing where your merchan-
dise is 1located.
1. When you are not busy with your customers, make
mental notes of where to find your merchandlse.
You w1ll make your job easier. :

5. Xnow Your Merchandise®
a. You can build your confidence by knowing your mer-

chandise.

1. The customer expected you to know about what
you are selling.

2. How can you go about learning more selling

~qualities of your merchandise?
a. Labels on merchandise
b. Instruction books that come w1th the merchan-
dise

c. Radio and T.V. commercials?
d. Merchandise your own.

29
{ 31




V. Summary -

‘Know your apperance is favorable.

Think of your customer and forget yourself.
Rely on your sponsor for help.

.Get acquainted with your work area.

Know your merchandise.

N ow N
e o s e o

VI. Evaluation

The students will be given an oral test to see if the paterial
presented was learned. The test questions will be on flaterial
stated in the objectives.




Topic: - Preper wéy of Folding Clothes
‘iethod: The Sense Realism Method

Grade level: 12th

Alm . .. ‘

From this les$on the students will be able to handle Merchan-
dise to fold or refold items of apparel correctly. The students
will learn the proper way of folding .Trousers, Shirts, and Ties.
From the results the students will be tested on folding clothes
the proper way.

Introduction

Good morning %lass, today's lesson deals with Folding in
the proper manner. - This will aid the. student worker on the job
in maintaining neat looking merchandise. The students w1ll,be
expected to use the correct steps in folding clothes while- the
items are on dlsplay. Some of the reasons why foldlng clothes
the proper way to help, prevent damaging the clothes, it also
*aids in improving the apperance of clothes. :

Content - § -
Follow the proper steps of folding clothes. Tirst in the
important step, m?ke sure your hand$§:are clean at *all\ times.
. P
One proper way .of Folding Shirst: ¢
1. Make sure top; middle and bottom button is closed. -
2. Handle the shirts to make sure it is even.
3. TFace the shirt with -fate laying down.
4. Tail of shirt is folded upward, according to size of the
shirts. , , : '
5. Even shirt up and fold the shirt.

One proper way of Folding Trouseﬁ:

1. 1!ake sure the zipper 'is closed, and the pants is closed pro-
perly. . T

2. Hold Trouser even from bottom up.

3. Make sure creases are even up and then fold pants by laying
down.

4. TFold pants according to the type of material. '

A. Onc for Blue Jean ‘ -
B. Twice for dress pants. ’

31
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Summary

Follow the steps for folding Trousers; also the step for
folding shirts. The customer needs the neat eyes appeal to
respond to display items.

Evaluation

Evaluation is based on two parts of the lesson, how to fold
pants, and how to fold shirts properly. Thére will be 15 to 20
minutes for students to perform the skill that has been demonstra-
ted in class.
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Topic: Calculating Markup
Method: Vincentian
Grade Level: 1llth

Aim

3

At the close of this lesson the student will be able to cal-

culate markup, cost, or retail price in at least eight out-of ten
problems on a fifteen minute quiz. N

+ 3 P

Introduction ’

-

During the last lesson you learned.what profit and loss
statements are and how to make them up. As,you will recall,.
the gross profit figure on this statement includes both the
business' expenses and its net profit. This figure is very
important. to you as future business leaders, since it represents
the amount aboue cost which you must sell your goods in order
to make a profit., In essence, this figure represents your markup.

Content R . :

1. Cost + Mdrkup = Retail Price ,
2. Markup may, be expressed as a percentage

-a. Percentage of cost

b. Usually expressed as a percentage of retail proce

3. Example problems

4. Importance of Markup
a. Sets price at which an item may be sold profitably
b. Knowing necessary markup will help you as a business-
man to make intelligent decisions when buying goods
for resale. .

Summary

The major points of the lesson will be restated. Questions from
the class will be fielded.

Evaluation
The quiz described in the Aim section will be given. If perfor-

mance is unsatisfactory, the topic will be reviewed in a later
class.

33
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Topic: Packing Goods For Shipment

. 4
Method: ; Industrial

Grade Level: 1lth § 1l2th
& .
Aim

.
-

At the end of this lesson the

”

3

student will be able to demon-

strate the selectidn of a proper container for and the proper

method of packing of five items of merchandis

a thirty minuté period, using materials provided.

Introduction

All of us have at one «time or
have been damaged in shipment. As
of course realize that goods which
cost you valuable time, money, and
fong, 4t is important to learn how

another received goods which
future business leagders ygu
are damaged in transit will
customer good will. There-
to pack goods properly for

shipment so that these problems can be avoided.

Content ® -

The proper methdd of packaging goods for shipment will be

material, and sealing of carton.

Sumnar

) The packing process will be orally recapped and any questions
,wil} be; answered. '

Evaluation-

>

* demonstrated. The following items will be emphasized: sturdi-
ness of carton, choice of packing material,

placement of packing

- -

Students will be observed as they practice packing ‘during

the last half of the class period.

1]
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“fabric.
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Topic: How To Press Sharp- Creases In Trousérs

Hethod: The Sense Realism Method
Grade Level: 11th & 12th

Aim .

.

At the completion of this class, each student will be able
to prass a sharp crease in a-pair of trousers, with minimum shine
and seam 1mpresslons. As ‘a final test, students will be able to
press sharp creases in a pair of trousers within a minimum shine
or seam within eight minutes.

4

. . . - .
Introduction . . 4 . ‘

»
. -t

Good af%ernoon ¢lass. 1In our last.weeks class, you accomplish-
ed the four lays necessdry to press the tops” of trousers.- I was
very pleased with your quickness of application and understanding.
Just as a mini-review, the first lay, top left front of trouser,
the .second lay, back left pocket of trouser, -the, third lay, back
right pocketn and the fourth lay, right front trouser. -lMost of
you stdted you were interested in' learning how to. obtain sharp
creases. When this class is completed "you will be able. tq press
high quality sharp creases in a palr'of trousers, w1th a minimum
of'shine and seam impressions. . :
Content : o ‘

Step # 1 o

Step # 2 : IR . _ oo

Repeat, atepa 1 and 2 at least five tlmes.' And emphasize the. - -
follow1ng . : .

‘

Use bottom steam whenever possible.

Y

Do not vacuum with head down while the garmet is wet with steam.

4

Use minimum pressure.

Smooth the~fabric before vacucming.

Hold creases ln place with the vacuum until the head touches the .

Lo not qgefamii?nnel when doing garmets on the reverse side. *

A

-

3B
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Evaluation g Lo < .
- 1, v

The student will be given six pairs of trnusers to accompllsh
aim (press high quallty creases). The first time” student, is
able to accomplish aim evaluation is complete.

-

-t y
Step ¥
OBTAINING SHARP CREASES (Ilgh Quality Flnlshlng)

~ -
-

1. Position the center leg seam,in the middle ef press with the
crotch seam just Sff the large end of the press.,

2. Steam with bottom steam, (With head up produces soft flnxsh .
leas shine and impressions) .

~
,

3. Bring the head down and use‘corrett pressure.

-

4. “Raise the head smooth the fabrlc, and vacuum dry (Vaccum N

cools and drles the fabrlc) . .

5. Position the. front crease on the press with the center seam"
]ugt off ‘the press. -

-
> .
4 “w V€
. A -

6. Apoly vacyum to. hold the trousers in pIace. '
7. Brlnp the- head down and release the vacuum when the head.is
holdlng the’ tPGUsePS in: place. “
8. ADDly correct head pressuro while steamlng with top s%eam for
2 or 3 seconds.” . ‘ , ) ,-
9. ,Raise the héad and apply vacuum for 2'or 2 seoondszto remove
the molsture from the fabrlcx' % -

10. /Bping the head down again fqr'2 or 3 seconds with the vacuum
( on to pull the hesf of the head through the crease.

N
11.\ Pelease the head and continue to vacuum for 2 or 3 seconds.

-,

v L -
12. -, Do the rear crcase ‘the same as the front crease.

Y J

y Step #2 .

Do the second lep using the same procedure.

v

v
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“Topig: Display
lethod: . Setting Up A Display

Grade Level: 91th & 12th

. »
Y

' ’;Aim ’ « ’ [

At the conclusion of this class, the- student will be able_ to
list and define writtenly, the four steps in settlng up a dlsplay,
without the aid of references and within a 25-minute peripd.

"Introduction

o

_ Good afterncon class. In our past lesson we discusagd the
ways to rate a display. Today; we will be concerned with the

steps 1in aettxng up a displav. - -

ggntgnt

Four steps in setting up a display:

1.” Planning

2. Preparation

3. Execution .

L Follow-Up N -

¢

Purpose of display:

To attract ‘attention

Arouse interest

Create .desire

Build ¢onfidence'

. To stimulate the viewer to enter the store and - 3
- take actlon :

G W N
. & .

.

Illuotratlons on dlsplay w1ndows and showcases.

Summarv \

e e i o 4 [y

Re—empha31ze the importance of each step in_a display. _Ask
questions, checkineg to see if the students fave any ouestlons con-
cerning anything covered in the lesson.

Evaluation

Question and answer period to insure cobjectives have been reached.




SETTING UP A DISPLAY

?

-

PLANNING -

1. Select main idea

2. . Make rough sketch ?
T 3. List all materials needed

4 Write copy for show card

PREPARATION .

( 1. Asgemble or order fixtures R

. 2. Make show card )

' 3. PREPARE background and floor covering materials.
4. Prepare the merchandise to be displayed

- 5. Verify that merchandise and advertising are ready
6. Remove previous display
7. Clean window glass
8. Clean floor and background
8. Check lamps, replace as needed

EXECUTION

1. Put in background and floor covering
2. Ayrange fixtures - ¢ '
3. Arrange major merchandise units
4. Arrange”minor merchagdise’ units . 4
5. Put in accessories
6. Put in show cards and price cards (if used)
7. ChecKk lighting efflegts '

FOLLOW-UP. * ' —

—

/ , .
1. Notg,ééles results from display (daily)
. 2. JRemove ‘display
~ _ (a) Take -out merchandise and return to department
(b) Take out fixtures, repair, collapse and store
. (¢) Take out floor cavering and background and store
' v (d) Discard materials which cannot be used again

e beath




Topic: ‘ Accounting Principles, 3rd period (50 min)
“ethod: ~ Discussion

Grade Level: 2th
Aim

Té stress the importance of the basic &ccounting equation
(Assets= Llab111t1e3+Cap1tal) and WHY and HOW this equation must
be kept in balance.

[

Introductlon

SRS -,
-

Review from last meeting om how we.developed the equation.
Using simple figures, explain transactions and their effect on
the equation. . a

Content N
What is an Asset? (examnles?) )

What is the meaning of equity? (what are the two 'categories
of equities?)

What is a Liability? (examples)

Owners equity, Capital, Proprietorship

Simple headings of Assets (Caeh Supplies, Equipment,

. Furniture

N Sirple headings for Liabilities, (Accounts Payable)

TRAJSACTIONS

]

" 1. Open an account with bank (Smith Taxi Co.)

“ i 2. Purchase equipment for cash -
3. Purchase office supplies for cash 7
4, Purchase furniture on Account - ~ R
5. Pay c¢reditors ‘
6. Fares earned (Revenue) .
7. TFxpenses for month (wages, rent, utilities, misc.. expense.
}

- . -8
Summary ® ) » .-

neview the different transactions that are aon the’board.
. . . . .
4 s »

gxglgatiog
Using a different company and amounts, give a short quiz on

5 or 6 tranqactlons (keep the amoutts simple). .~Be sure most stu-
dents score 100% or you must reteach. o .

e
2

Refer to notes for transactions, questions, and quiz.

«
4

LY

4.

)
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Topic: Classification of Service Establishments
Method: Lecture Method

Srade Level: 11 & 12

Aim
The objective of this class is that the student:
1. Will be able to 1list and describe five of the six
classifications of service establishments.
2. The above criteria for the objectives of the students
will be accomplished on a written test within a time
period of 3Q minutes.
. 4 .
Introduction P

In earlier classes, we have taken a look at t?pes’énd classi-
fications of retail outlets, all of which have in @ne form or
another provided services to the customer. Now we will give
closer consideration and study to those businesges which deal
suec1f1cally with services to the consumer (ultimate) and ser-
vices to other businesses.

/

Content
Service Establishment§

A. Business that sell services rather than goods -

B.. Census Bureau has classifigd them as follows: -

- 1. Personal services - such as barber shops and beauty

: salons; dry cleaning, pressing, and repair shops; =
shoe repair shops; opticians, and funeral homes.

2. Business Services - such as adjustment and credit
bureaus, machine-accounting service bureaus, data-
processing centers and sign-painting shops.

3. Automotive Repair and Services -, such as storage
garages, top and body repair shops, and battery
repair shops (sometimes classified as retail)
stores since they sell goods as well as service)

4. Other Repair Services - such as watch and jewerly .
repair establlshments, television repalr shops,
- and furniture repair shops.
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5. Custon Industries - which are very small manu- ‘ -
facturing establishments, such as small printing
shoos, sawmills, threshing and bailing services,
and homemnade candy shops.

N

“fiscellaneous Services - such as landscapé gardners
and motor repair service. " :

Sumnmary . ) ,

The summary will be implemented. by asking selected students
"to name a major classification of Service Establishment,  giving’
a brief definition and citing two examples. This procedure will
bz continued until all of the classifications have been’ covered.

Evaluation

N

An evaluation to determine if the objectives have been
accomplished will consist of a written test which the students :
will have 30 minutes to complete. The test will consist of two
sections, each siven separately: -

-

:I. llame, describe 5 of the 6 classifications of service
establishments. :
/’/ § .
‘ -
B ¥ B}
V
: \
- [
\ & . \ >(
$
L~ -~ *
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Topic: Crgative Problem Solving
.{ethod: Discussion and Case Study,
Grade Level: 1lth and 12th

Aln

E— A
The student will be able to list the eight steps of

creative problem splving in a five.-minyte périod and will

demonstrate their understanding by participating in group brain-

storming and problem solving.

Introduction -

'Hroughout youf lives eacH of you will be confronted with .
various problems or what appears to be a problem. Finding solu- ”
tions to these problems may in part determine your ability to
cope with different situations. Today, we are going to learn .
the eight steps to creative problem solving and how to do indivi-
dual and group brainstorming of ideas and how to evaluate those
ideas. -
B .. _ ,
Conten S o “ N

I. Based on Handout aifd visuals

A. Ask student to read the Eight Steps.
B. Present an explanation of the eight steps by g1v1ng an
example problem:
1. Define the problem (a problem well stated is one
half solved.)

-a. Your local DECA Chapter needs money, but your
school has adopted a new rule against the sale
of an item. In the past, your chapter has :
raised money through the sale of items such as
candy and candles. You are all in a chapter
meeting to discuss the problem...

2. Gather facts about the problem,and list them.

3. Chapter needs $300.00 to complete their activi-
ties for the year

b. Find out why, when, etc., was the above decision
made

3. Decide who to see for more information (specialists.)

a. Find out who was responsible for the decision,
and why?

b. Othexys? Club Advisors, other DECA Chapters, etc.

— 4. Gather an® list additional information from the
specialists.

a. Compile the information you have gathered from all
resources and present it to the problem solvers
(chapter members or committee or officers)

Ly

)
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PUTTING I DEZAS INTO ACTTION

CREATIVE PROBLEM SOLVING

-

;gf;pe_fhe problem (a problem well stated is one half
solvaed .

2. - Zather facts about the problem and list them.

3. Decide who to see for more information (specialists.)

4. Gather and list additional information from_the specialists.

5. Individual ideation (private braiastorming).

§. Aroup brainstorming. -

7. Evaluation of ideas. ‘

8. Plan a course of action. A

BRATNSTORMING —

Individual ideation -- private brainstorming

1. Strive Yor quantity of ideds ‘ ' : &

2. Strive for variety

3. Evealuate

4. Lct ‘ T

Group Brainstorming »

Set the Environment: Usually works best with 5- 10 participants

Make sure everyone knows what the problem
is in advance of the meeting

Have pad and pencil for each person so that
they may capture ideas until they have an
opportunity to present them to the group

Have someone to take notes and present
ideas to the group for consideration

46
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Topic: Procedures For Processing Complaints of Pisecrimina-
tion In State Government
Method: The Vincentian Method

Grade Level: 1llth & 12th
- Aim

Al the completiqn of this lesson the student will be able
to identify and 1list 'the five major steps in the processing of

a complaint.

Introduction

Good afternoon class. This afternoon's class will cover the
procedures for processing complaints of discrimination. Human
Rights and Equal Opportunity have begn greatly emphgsized in the
past ten years, so much, that it is most fitting that y become
acquainted with the five major steps in processing cofnplaint.

Content ’

Many people work under conditions of abuse attributed to
reasons of age, raéé, xrital status, creed, color, sex, or
national origin. Knowing how to process or file a complaint
could provide relief for you, and this unlawful practice can
insure future comnliance with the law.

This topic is being considered so that if you ever have the
need to file a complaint, you will be able to take and follow
the necessary steps' for filing a complaint.

The Five Major Steps are:

1. Complaint Filing ’ ’ -~

2. Investigation

3. Hearing o " -

4. Conciliatj '

5. . Appeal %

1. Compla;;;\filing_- A commission staff member will hear your

complaint and'will determine whether it is covered by the lav.

If covered, your complaint will be prepared in legal form for
your review, approval, and notarized signature.

Your complaint will then b;7assigned to a Field Represéntative
for fact-finding under the authority of a Panel of three
Commissioners. ' This Représentative will be your contgct-
person with the Commission in processing your gomplaint. ™

R .
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Investingation - The field representative will interview the
Respondent(s): the person(s) believed reé%on51ble for the
alleged discrimination. He will'also interview other wit-

nesses and reviesw recopds and documents that may clarify the
problem.

The Field Representative may have more questions for you in
this fact-finding process. If you should learn or remember
additional information, notify the Representative immediately.

The Representative's fact-finding will be presented to the
Panel for review and decision. The.panel may find:

(1) no probable cause; they will seek your agreement to dis-
miss the complaint.

(2) " probable cause; thev will try to solve the problem by
conciliation (pacify) -
N

Hearing - “hen the Panel finding is unsatisfactory to you
(or the Respondent), vou(or he) may request a Hearing.

The Panel will set a hearing if conciliation is tried and not
reached.

)

. » .
At the Hearing both you and the Respondent have the--chance to

. produce witnesses and evidence to aid the® Panel in deciding

4,

3

whether a violation has taken place. . .
You and the Respondent have the right to be represented by an
attorney. You may also have the Commission issue subpoenaes
if needed to compel the attendance of witnesses or the pro-
duction of papers, books, accounts or other documents needed
to establish the facts of your complaint.

Conciliation - First by seeking agreement; and if necessary
after the hearing, by issuing an Order, the Commission in
trying to solve the problem will work for:

(1) an end to any unlawful practice; T o
(2) apDrOprlate relief for you; and - -
(3) provisions to insure future compliance with the law.

Appeal - If youlor the Respondent) are dissatisfied with a
Commission Order(lncludlng dismigsal) you may a eal that

Ovrder by serv1nf legal notice, filing in ouperlor t,ylth-
in 15 days in housing complaints, 30 days in public~ accommoda—
tions complaints. . s =

..‘
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Summar

. =~ Review by using processing chart.
Evaluation

Students will be given.45 minutes to accomplish, in written form,
without the aid of reference, list and identify the 5 major steps
in the processing of a complaint.

O

ERIC

Aruitoxt provided by Eic:




. . rd M " ~
. - W

— ‘ " THE PROCEDURE FORYPRCCESSING A COMPLAINT /

| ' .
: OMRPLAINT FILED

h
“e

/ ¢
.///-’, ' :
INVESTIGATION ' : K
| i 1
N®& PROBABLE CAUSE PROBABjE CAUSE
CONCILIATION
. HEARIIG .
~———— . _ _ COVPLAINT AGREEVENT N AGREEMENT/SATISFACTORY .
TODISMISS ADJUSTMENT A
FINDING
\‘i\
[ |
NO VIOLATION % VIOLATION
DISMISS CONCILIATION
d N .
COMPLAIIT APPEAL ' ’
B 1 .-
) AGRJEMENT ORDER |

/ -

[ ]
, | COMPLIANCE WITH  APPEAL FOR
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Topic:

tfethod:

Leadership Principles and Approaches !

Socratic

Grade Level: 12th

Aim
j it

-

-

At the end of this lesson, the students will be able to 1list
sixsprinciples of leadership and they will be able to compose in
three .sentences or less, an explanatiop “of each principle as
taught?*from today's lesson. {(p

Introduction

of marketing.

e

e

e

A "

Today's lesson is an”intro&dction to the study of ,the human
relations and leadership area of Distributive Education. Remember
that we are preparing you to become future managers in the fleld

As managers, you are leaders of people and as

leaders of peoole, it is very 1mportant that you know and under-

stand human Telations.
leadership.

it was taught from today's lesson.--

Today, you will learn six principles of

At the end of today ‘s lesson, you will be able to
list, by written means, the six pr1nc1ples of leadershdip and, in
three sentences or less, give an explanation of each principle as

es of today's lesson, it is necessary that you listen attentively,
ask questions, and participate in class discussions.

Content:

which will fit every situation.
quality which cannot be seen, felt qr measured except t

results.
but if you have-skill as a leader, vyou can predict results within

are:

I.

Leadership Principles and Approaches

Leadership does not provide formulas, rules, or methods

You cannot predict the results with mathematical accuracy,

Know Your Job-

1.
2.

3.

Leadership is an intanﬁible
rough its

There are some general principles

the limits of yoyr objectives. inci
of leadership w e been used throughout the centurles, they

Know the technical aspects of your job and organization
Know the methods and procedures of organlzlng, in-
structing and managing personnel

Knowledge of the duties, responsibilities and problems
of your workers.

52
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In order to learn the objectiv-_
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IT. Xnow Yourself and Seek Imbrovement ‘
1.+~ YXnow your own cavabilities and limitations -

2. Know your deficiencies .
3. Study leadership principles and practice leadership ‘
techniques.
~ IHI. Know Your Subordinates and Look 0Out for Their Welfare
e f 1 Become personally acquainteqd
e ‘ 2. Recognize individual differences.
3. Assure that workers are well cared for and contented

{ IV. Set the Example
1. Exemplify knowledge and efficiency

R
/ . © as circumstances will permit.
I
i
E
5
i

V. Make Sound and Timely Decisions
1. A sound decision requires good job knowledges
2. A good leader reasons logically under the most

. . tryin ondi ti .
**”//*:Twijw“*\\\\ ying con ons \ ®

or fails to do ,

2. Any effort to evade responsibility will destroy
the bond of loyalty and f:iﬁébt that must exist
between the leader and.subordindtes

. . . .
Surmiry Review the objectives of the lesson

Exe_lz:,tion\\ e : :
.\ ' ~\‘\
The studepts will bé\pizgz\f written test to see if the
material prasented was learne JThe test questions will be on

materlal stated in the-aobjectives. ™~ . . . -
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_ Topié: Wrapping and’ Packing l!erchandise
i Method: Dembngtration \
Grade Level: 11th and 12th s -

Aim )

The student will be able to verbally explain the bagging
of merchandise in Supermarkets and will be able to demonstrate
his ability to wrap: 1. an article of .clothing and, 2. two
items of breakable glhss. « '

.
<

Introduction .

Wrapping may seem a routine kind of a job, but is requires
skill and knowledge. When it is done correctlv, it adds the .
finishine touches to the sales transaction. Important that you
are comfortable with the ablllty to pack and wrap so as not to
appgar ¢lumsy in closing ‘the sale and not to be ‘responsible for
the breakage of any goods sold.

1. Uraﬁplnp - appliés to mest kinds of merchandise that
- * the customer takes with him other than food

2. Packlng - applles to the systematic arrancgement of mer-

«handise in a bag or some other type of con-
tainer ®usually food) - . .

kY

Contont ‘ . - i

e e ) -

5 ‘1. fGeneral Wrapping Practices

A. There are three types of Wrapping -
1. Salesperson:-one I will demonstratfe todby
y 2. Department - checkout lane in self-service
, 3. Central - central wrapping room (catalog)
=~ B. There are five general purposes that should be observed
. in wrapping packapes - ’ ’
. 1. The wrapping should be attractiwe and approprlate
for the package (show examples) .
2. Wrapped packages should be durable ) <i
»3. Wrapping materials should not be wasted
. (don't be stingy if a customer needs a bigger bag)
4. Safety practices should be observed
5. Tim¢ saving methods should be used so that the
' customer is not kept waiting.
Review the Handout on wrapping s

.
N (‘\ .r

. ~ 7
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f

acking Merchandise ip Supermarksts

P
AL %i/sg‘"c:'éTIgd*”bag;:{Sng" | -
B, '

f
cessary to facilitate the trahsportation of groceries
from the store to the customer's home. ) *
C. ,a careful job of Packing or "bagging is often the only
direct supermarket - so it's very important!
. Pequires skill and good judgement. )
. There are six basic rules that must-be followed so that
. items will not be broken in tran®smit and cause loss of
customer goodwill.
F. Review Handout

s ]

Summary

-

The last person a customer deals with after their purchase .
is the person who wraps or packs their merchandise. Customers
feel better and will more likely return if they receive a smile

. and a "thank you", ‘
(courtesy creates a good final impression of the store and
salesperson) -

Evaluation
Student will verbally respond to questions asked by the in-
structor on the procedurcs of correct packing and will demonstrate
their ability to wrap an: 1. article of clothing; and 2. two
items of breiakable glass, within a twenty minute period.

¢

IS s ]
. .
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GENERAL WRAPPING PRACTICES

“1. Choose an Appropriate, attractive wrapping. Carefully
assemble the articles, making sure that heavy items are
on the bottom. Select the type of wrapping suited to the
package: paper, bag, box and the proper inner wrap, if
neelced. Select materials of the right size and make the
bundle no larger than necessary. Be sure that the articles
are fully covered. Adapt wrapping to special occasions:
Holidays, birthdays, gifts for special events, and mailing. «
Strive for original and attractive wrappings that will appeal
to the customer. '

2. Use Durable Wrapping Materials. If possible, fold soft mer-
chandise so that it protects itself to 'some extent. Protect
breakable goods with corrugated board or padding. Use tissue
paper when folding clothing to keep the garment from wrinkl-
ing. Use paper and twine that are strong enough for the goods?
being wwapped. Use double paper or bags, if necessary. Fold
edges and ends well to make a strong package. Put twine around
package in enough places and often enough to give maximum
support. If needed provide a handle for easy carrying.

3. Practice Economy in Wrapping. Before you begin to wrap, in-
spect the soods to make sure that they are in perfect condi-
tion,". check the price tag.and remove it on gifts. Pus as
much as you can into one package, consistent with good judg-
ment. Yse the correct amount of paper and binder ahd cut
the twine close to the packaige. VWrap the parcel correctly
th¥ first time.

4. Observe Safety Practices. Use the safe way to perform the
task: hdhdling, tying, cutting, lifting, reaching, carrying.
Use proper supplies, tools and equipment: wrapping paper,
cartons, “and bindings; cutters, staples and tape dispensers;
carts and trucks. Return these supplies, tools and equip-
ment to their p¥Qper places after use. Keep the surface of
the wrapping table orderly: clean floor, closed doors and
drawers, orderly bing, refuse in proper containers.

-~

5. Achieve Speed in Wrapping. Work for accuracy in the beginning;
speed will follow naturally. Take time to judge the kind-and
amount of wrapping material needed. Arrange articles to be
wrapped so that you need not start over. Have wrapping
materials placed conveniently.at hand to avoid waste motion. ;
Perfect the method of severing twine and tape so that you do e
it quickly and correctly. a s '

‘
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PACKTIG MERCHAMDISE IN SUPERMARKETS

»

Pack Rags in an Orderly MYanner. Put heavy items, such as canned
goods in the bottom of the hag. 'hen these are placed in the

bag properly, they keep the bag open and standing upright so

that it is easy to fill the rest of the bag. The middle and top
of the bag should be filled carefully. Fragile or easily ¢rushed
items should be put on top.

Handle Produce Carefully. Produce, which consists of fruit and
vegetables must be handled carefully. Some vegetables, such as
lettuce and celery are kept wet to preserve their freshness.
These vegetables should be wr d separately. Fruit such as
berries or watermelon should be put in a separate bag to avoid
being crushed. :
f A
Pay Particular Attention to ileat. Meat is wrapped and price-
marred at the rmeat' counter. The best way to pack meat is to
put all of the customer's meat in a double bag. If there is
only one msat purchase, put it in a separate bag to keep the
juices from spoiling other items. Fish should also be placed
in 2 separate bag. '

Protect Breakable Items. GClass Jjars, dishes, and other breaka-
ble items should be wrapped individually and placed in the top
of the bag. Glass should be separated from glass by putting
some non-breakable item between the glass items.

Check Liquids. Items that could spill and spoil other groceries
should be checked to see that the 1lid 1is closed tightly. They
should be put in a separate bag before being packed.

/7
Pack Frozen Foads Separately. Some stores have special foil
" bags to protect frozen foods, especially ice cream. If special
bars are not available, put frozen items into a separate bag

to slow defrosting. .
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Topic: . Employer-Lmnloyee Relations
llethod: Discussion

Grade Level: 11lth

Al

Co i
At the end of this lesson the students will be abld\to list
and define at least four characteristics or competencies)which
employers expect ‘of employees and four benefits which employers
provide in return, within a 30-minute perlod and without the aid
of references.

Introduction

A

_ The class will be asked to recall their work experiences or
to imarine themselves as future employees. They will then be
asked the question, "What does mv employer do for me?"
Content

The instrucgtor will draw out the following points in the discussion:

I. “Yhat employers crovide g :
A. Space and equipment ) .
Yoy B. Training p ’
C. ‘Uorking conditions ’
D. Financial benefits i
£. Other fringe benefits R
\
II. What employers expect in return

Fegular attendance

Adherence to store ru}es and pollc1es
Respect for authority

Personal Characteristics-

Performance of the job

Mo O W

Surmary

The rajor points brought out in the dlSCUSSlQn W1ll-be reiterated.
The final conclusion will be drawn that employment is.a give-and=-
take relationship for -all parties ‘involved.

4
Evaluation S .
The discussion will be evaluated partially on the basis of the
students' involvement in the discussion. Also, the ,Students will

he as¥el t® orally rccall and briefly discuss the magor points
of the Alscaizsion. B ..
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Topic: Supply and Demand

Method: Lecture o
. T

Grade Level: 1lth ~ - .

A.im . // vy

o

At the close of this lesson the student will be able to
write the given definitions of supply, demand, and equilibrium
point within a ten minute period without the aid of references.

-

Introduction ooy

s
”~

Previous discussions of economic issues will be regatled. -
This lesson will then be introduced as adding to those .digscussions
and helping to broaden the class's understanding of economics as
a whole. %le objegtive of the lesson.will be outlined and the ..
class will be told what to expect on a test or quiz,

Content C

1. Definitions of demand schedule or curve, supply schedule or -

curve, and equilibrium point . L
2. Statement of the law of downward sloping demand - g
3. Graphing supply and demand curves, first separdtely, then

torether . i
4. Discussion of the implications of the data shown on th& .
graphs .
&
Summary

The geacher will reread the four gefiﬁitions and the class
will repeat them.y\Important pcints&abouﬁ*the—graghs will be
restated. ‘ .

Evaluation -

Individual members of the- class wiilAbe called upon to
define and discuss the various parts of the supply and demand

curve pgraphs. A test OQ%fuiz may be schedulgd.

60 . .
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There exists at any one time a definite relation between
the market-prlce of a good and the quantlty demanded of

that good This relationship between price and quantlty
bought is called the "dermand schedule" or "demand curve.'

\

The law of .downward-sloping demand: when the price of a

’/%9od igs raised (at the same ti that aly other thlngs are

l@eonstant), less of it, is demapded. ¥Qr, what is the
same thipg:. if a greater quantlty of a good is put on the
market, en - other things being equal - it can be sold
only at a lower price.

A supply tchedule or curve shows the relationship between
market prices and the amounts of the goods that producers are
willing tf supply.
The equilibrium-price is that price a¥ which the amount Wwill-
ingly suleled and the amount willingly demanded, are equal.
Competltlve equlllbrlum must be at th 1ntersectlon poirt

of the supply and demand curves.

-



Topié: CPediF

. “ethod: Lec ture
Grade Level: 1lth & 12th

> Ain

1. List and define the three usuages of the term "credit" with- -
in a ten minute period.

2. List and brie’fly explain three advantages of credit business
. pertaining to the retailer within a twenty minute period.

3. To define and contrast consumer and commercial credit.

Introduction
"«\ . he \
AN 4 “hat does credit mean? Credit comes from the latin word
Creditum” meaning trust. Man's trust in man. Without this

trust there would be no credit. Credit is the privilege or
power to gbtain goods and services with the expectation of pay-
. ment at future time. Buy now and pay later.

Credit adds flexibility to supply and demand, makes capital
more productive, speeds up preduction and distribution, increases
the volume of bu51ness Raises the standard of business, conduct
and’ fac111tates the transfer of money.

Given two groups of consumer; the cash consumer and the
~ —c<redit consumer, which one would you consider does more buying?
- If ypu said the credit consumer, you were right, because credit
custh?rs buy three to four times as much as a cash customer.

Everyone should be aware of the role of credit in business
in some form or the-other. YNinety percent of all sales made by
, manufacturers and wholesalers are credit sales. Ninety-five )
percent of our country's population uses credit in some form.
All of us will utilize credit in some form or another in our
~lives. Auto loans, large and small appliaences for the home,
gas for our car and etc.

.

A
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Content

K ong
.

Advantages

1. Credit transaction--this is when the buyer (or borrower)
asserts his power or influence to obtain the permission
of the seller (or lender) to use his capital.

2. Credit standing--this is the acceptability of the buyer's
promise to pay or the seller's willingness to trust in the
buyer's promise.

3. Credit instrument--this is the documentary promise to pay
that evidences a formal credit transaction.

Because credit is so widespread it would be good tqQ examine
the advantages and disadvantages of credit.

of credit in business

Credit
Credit
Credit
Credit
. . Credit
Credit
Credit
Credit

LMoo w>

-

makes regular customers

sales on the average are larger
customers buy more freely
builds confidence

attracts a better trade

smooths out business peaks

is a customer's convenience
increases sales

A. Credit
C. Credit
D. Credit

6. Categories

- 5. Disadvantages of credit business

ties up capital

B. Some credit losses inevitable

requires an attention to detail and firmness

with people.

increases the cost of “doing business

of Credit

A. Consumer ¢redit
B. Commercial credit

7. Consumer Credit

B. Trust

A. Consumer--a person, a human being

C. Definition--the granting of credit to a person for
goods and services received or rendered.

<



8. Commercial Credit

A. Commercial--Business

B. Credit--Trust

C. CDefiniticn--the granting of credit to a business for
goods or services received or rendered.

3. Parties Involved in a Credit Transaction

v

A. Creditor--Customer-Buyer
8. Debtor--Merchant--Seller .
C. The seller places his trust in the buyer's ability and

desire to fulfill his obligation(to pay at a later date)

for goods or services.
D. If there is suspicion of either party, the credit trans-
action and future business may be weakened or destroyed.

Sumnary

Restate to students the advantages and disadvantages of
credit_in business. Raise questions to be answered at random.
Ask students to define consumer and commercial credit.
Evaluation ,

Ask students to write a brief paragraph on the definition
of credit and the two categories. Also have them list three of
‘the advantages and three of the disadvantages of credit in busi-
ness. :

Student will (repeat information in Aim 1 and 2.

64
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Topic:

Method:

How To Compute The lfarket Value 0.U.S. Treasury .
Bonds/Notes .
Munich l

Grade Level: 11th and 12th

Aim

At the completion of this lesson you will be able to:

1. Identify and state the U.S. Treasury bid prices from
The Wall Street Jcurnal, without the aid of the teacher.
2. Convert U.S. Treasury bid prices to decimal equivalents
from a table of decimal equivalents.
3. Compute the current dally market value for U.S. Treasury
bills/notes
Introductinn

Good afternoon class. You widl recall, in our last lesson we
discussed U.S. Treasury bonds/and notes. We concluded that U.S.
Treasury bonds and bills were of the highest investment quality.

. As future corporate executives you stated you would be interested

in learning how to compute the current daily market value of U.S.
Treasury bonds and bills. When you finish this class session you

will know how to compute the current daily parket value for U.S. :
Treasury bonds and bills, without the aid of your teacher. First,

let us review your homework assignment. .

Content

< USE RID PRICE .

-
e

1. Prices for U.S. Treasury bonds and bills are equated in 32nds
of a dollar. PR

.

Refer to Wall Street Journal excerpt

Find U.S. Treasury note, Rate-71/2 Mat. Date-1977 July Bid-

100.

18. Bid price of 100.18 means 100 and 18.
- 32

Take your decimal equivalent table and find 18.

32

Look in the 32nds column for 18. The value is .56250. P

4

Bid price 100.18 converts to 100.56250.

Yon

Tave just converted the biad price to the decimal equivalent



Using the excerpt from the Wall Street Journal, find the bid

STEP #1

price for the following:

Rate

8%
8 3/u4

4 1/u%

Maturity Date

1976 ™ar. (n)
1976 Jun (n)

1975-78 lay

67
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2. Market value may be determined by using the foligwing for-
mula. I *
'y

A. Formula: $100.18 $100.00 - $100.56

pecimal Lquivalent X Par Valte Market. Valus

3. The prices quoted in the Vall Street Journal are for $100.00
*  of par value.

4. Using the attached steps 1, 2, and 3 will accomplisg aims 1-3.
Summary
Step 4
Evaluation

Step 5 : ¢

~

~~~~~~
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}sifig he Tahle of Decimal Equivalents and the following informa
— T tion, find the Decimal Equivalent. (Sez spage 70)
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RATE - MATURITY DATE BID PRICE  DEGIMAL EQUIVALENT
=, . ‘ L/ ’ .."
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STEP #3

Using the following information corgute the market value.

Market Value - Decimal x Par Value

ARKET VALUE

DECII'/AL EQUIVALENT x PAR VALUE

$ 100.71875 x $ 100.00 - §
101.43750 X 100.00 -
78.56250 X 100.00 -
A {
/ 71

71
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~ SUMMARY ' /;‘

Using the excerof from the all St*eet Journal (see page 68)
and your decimal equivalent table (see page 71) conplete th
following blanks.

L/
te

Rate ‘Yaturity ) Bid Price Decimal Equivalent Par Qalue
. 8% - 1876 Mar (n) $100.23 .$ 100.71875 ¢ 100.00
; 3/4 1376 Jun (n) 101.14 101.43750 ‘ 100.00
4 1/4 1375-78 “May 78.18 100.00

Yarket Value




STEP #5

EVALUATION

—
w 1

Jsing the Wall Street Journal e;cerpt (see page 68) and the
Decimal Table (see page y7g) compute the market value for the

following:
- - Rate Yaturity Date !
) 7%. 1975 Dec (n)
7% 1975 Nov (n)
31/2 1380 Nov
‘ , 3 1/5  1978-83 Jun
¢ ~ Y ‘
. ¢ -
\ . R
¢ <
— . ’
\}»
- ‘ N )
- ‘ /
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HOMEWORK ASSIGNMENT

Par Value - The amount(face amount on certificate) which the i
debtor 'agrees to pay upon maturity.

Maturity Date - Date upon which bond/bill is due and payable
(principle amount)

- Rate - Annual interest to be‘paid
Bid Price - Purchase Price
Market Value - Value on the market - What it can bef;old for

Fill in the following blanks and bring in to class tomorrow. s

Date bond/bill is due or payable is called

Annual interest to_be paid is called I

Purchdse Price gaybe expressed as

%
Value bills/bond can be sold for

—

¢ . .
Amount agreed to be paid upon maturity

4

-

-
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TOplC‘ " Indorserments

T h S . . * "“‘”’J
Method: “--Discussion -
Srade Level: 1lth % 12th
Aim

At the conclusion of the class the student will be able to: B
1. Define the four kinds of indorsements. TTTm——
2. Differentiate between the four kinds of
indorsements. . &
3. State a specific use for each of the four kinds
of indorsements. .
i
Introduction
5
Today "¢ are ﬁqing to discuss the blank indgrsement, .
special indorsemen oualified indorsement, and the restrictive
indorsement. You should nay véry close attention to this-be—
cause I'am supre alll of vou at one time or anothey have 1indorsed
“thecks or have had someone indorse one of your cjecks. Knowing °*
these indorsements] will enable you to decide whi¢h indorsement
is b&t suited for your particular instance. S
Shov types of inddrserments on overhead s )
fsk for student response | ,
Content ‘
I. Restrictive Indorserents - ”For deposit;only” 'To the account
of"
”For Collectlon only B ddcddataataasenda
'Pay to-jqply
A. Define
B. Give purposes of indorsements. Have students elaborate.
1‘“‘“% o 2SI T

II. Blank Indorsement - Signature T \

. A. Define ) Y
B. Give purposes of indorsements. Heve students elaborate.

- -

III. Special Indorsement - Signature and who it 1s payable to T
A, Define * ~
B. Give purposes of indorsements. Have students elaborate.

a .

TV.. Qualified Indorsement - Signature with statement "with -
recourse ' indorger 1is giving notice, he is assuming no R
1iabidity. !

Ao Befine
B. Give purposes of indorsements. Have students elaborate.

-
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Summary

fun down the major points discussed.

Evaguation
———-——*————

Select volunteers or students at random and have them give -
the definition and state a purpnse for a specific indorsement.

ERI!

Aruitoxt provided by Eic:




Topic: Writing checks and facts concerning personal checks, '
cashiers checks and bank drafts.

Method: ) Discussion

Srade level: 12th

Aim

At the.conclusion of the lesson the student will-be able
to: ~

1. Write a/p€r§6hai check and stub in ten minutes.
2. Define check, cashier's check, and bank draft in
.. -~ twenty minules -

Introduction’

i

In previous classes you learned the parts of a personal check,

the definitions of a personal check, a cashier's check, & bank

draft, and you also learned about altered checks.- These things
are very important to all of you because they are used both in

your personal lives as well as in your business lives.

Content

R

I. Describe and list.

4. Parts of the personal check. (hand out and overhead)
3. Altered checks. .
II. Define
A. Cashier's check.
B. Bank draft.

Summary '

_Summarize the major points discussed. (done by students)

Evaluation
Select volunteers or students .at random and have them deflne
the two types of checks.

-
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Learn from yesterday . . . .
Live for today . . . . .« .

Hope for tomopfow . . . . . l ,
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