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This resource is part of a series of materials to support technical education teaching. The approach to developing the materials draws from research led by Professor Kevin Orr that sets out a model for understanding of technical education pedagogy.
The curriculum development begins with the knowledge that students are working to learn and apply. Teachers draw from their subject and industry expertise, and their knowledge of their students, to make decisions about the core concepts the curriculum will focus on, how they will sequence these concepts, and the activities that are selected to support students’ learning. The decisions behind the resources suggested in this topic are the result of choices made by the curriculum development team, which will be reviewed and improved by teachers’ decision-making and ongoing reflection in their own circumstances.
The materials also seek to support teachers in bringing classroom and industry closer together, by providing assets that draw from authentic industry materials, and using opportunities to capture workplace practice that can be shared with students. 
HEALTH AND SAFETY 
It is assumed that activities outlined in this Teaching Guide will be undertaken in suitable facilities or work areas by suitably trained personnel and that good practices, appropriate use policies and procedures will be observed. Teachers should consult their employers’ risk assessments before use and consider whether any modification is necessary for the particular circumstances of their own class/institution.
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This document for teachers outlines both the topic area covered, and approach to using the suite of resources and assets for the lesson. Unless otherwise stated, definitions of key terms have been developed by the authoring team and reviewed in the context of the activities. Teachers may choose to revise definitions as necessary and should review the content in advance of delivery to check it is appropriate for students.
[bookmark: _Toc237859292]Topic purpose
This topic builds on students’ existing familiarity with social media platforms and supports their understanding of the differences between personal and professional use. It demonstrates the value of structured, strategic and data-driven social media marketing in real organisations. 
Social media has transformed the way organisations communicate, promote products, engage with customers and build long-term relationships. Today, it is important for organisations to use a range of platforms in their omnichannel marketing strategy (using multiple communications channels, both online and offline) to ensure that they are able to reach their target market. 
While social media can be an integral part of an omnichannel marketing strategy, it is important that students understand what customers want from a brand before making assumptions that an organisation must include social media in their marketing strategy.
Students should also consider the increasing role of artificial intelligence (AI) in social media marketing. They need to be aware of how AI can improve efficiency and customer experience, while also considering the limitations and ethical issues that AI poses.
Understanding the role that social media plays in marketing can help prepare students for industry placements and future marketing roles; it may also help them identify potential career aspirations and opportunities. These resources have been designed to be used during a 1.5-hour lesson. Teachers may want to adapt the suggested sequencing of concepts and activities as appropriate for the students and circumstances. The lesson is broken down to provide teacher flexibility on the depth covered in the activities; it can also be split over multiple, shorter lessons if required. It is important to consider that some activities may take longer than the suggested timings shown to allow students to fully explore and embed the knowledge. 
There are also opportunities to build several essential skills that are developed during the course, including through the Employer Set Project (core skills) and general competencies for maths, English and digital.
The content in these resources can be reinforced throughout the course to support students’ learning. For example, when discussing a forthcoming industry placement, students could look at the different roles in their workplace, discuss the importance and skills required in different roles with their industry mentor, or investigate recent examples of social media being utilised within the organisation’s marketing strategy. 

They could then provide details of this in their industry placement logbook: support.tlevels.gov.uk/hc/en-gb/articles/360015345420-Industry-placement-logbook-for-students
[bookmark: _Toc237859293]Industry importance
Understanding how to use social media effectively is essential for modern marketing roles. There are common misconceptions about social media marketing, namely that it is free, that it is an easy way to market and that having a large number of followers on social media equates to an increase in revenue. With these misconceptions in mind, it is vital that students understand that:
· social media is a complex marketing tool;
· social media is in line with the more traditional marketing approaches that they may already have studied;
· social media should be treated with the same level of planning, development, budget allocation and consideration as all other elements of a marketing strategy. 
The misconceptions that students may have about social media marketing, typically formed by their experience of using personal social profiles prior to enrolling on this study programme, often mean that they underestimate how complex the planning and execution of a social media campaign is for an organisation.
In today’s business environment, marketing teams continue to collaborate closely with other functional areas, such as sales, customer service, IT and senior leadership roles, to ensure that their social media activity aligns with the values, vision and mission of the organisation. Social media forms a fundamental part of wider organisational processes, such as communication, market research, customer experience and brand management. 
As modern organisations continue to rely on digital tools to plan, schedule, monitor and evaluate their marketing activities, students need to learn how these interdependencies affect the organisation. Understanding content management systems (CMS), analytics dashboards, customer relationship management (CRM) platforms, as well as knowing how the data that is gathered is used to inform campaigns, track performance and respond quickly to customer needs, is critical to students’ success. 
Social media plays a significant role in shaping the reputation of an organisation. Customers are using digital channels to communicate with organisations and, increasingly, these customers expect organisations to respond quickly to their queries with transparency. Students therefore need to understand how tone of voice, brand consistency, regulatory compliance and ethical communication all impact on how and what an organisation will post on their social media platforms. 
“For over 70 years, London Camera Exchange has thrived by evolving alongside our customers. Our journey took us from a traditional brick-and-mortar retailer to a successful brick-and-click model with the introduction of website sales. Today, social media is the natural next step in that evolution. It allows us to integrate our physical and digital touchpoints seamlessly, ensuring that every online interaction mirrors the expert, trusted experience customers receive in our stores. In modern omnichannel marketing, social media isn't just about visibility; it is a vital first point of contact that shapes customer perception, enhances their overall journey, and directly supports our core marketing objectives.”
Lee Harasyn, Managing Director, London Camera Exchange
[bookmark: _Toc237859294]Industry links
· The Advertising Standards Agency (ASA) is the UK advertising regulation body: www.asa.org.uk
· The Information Commissioner’s Office (ICO) is the independent authority for upholding information rights in the UK. It protects data privacy for individuals and promotes openness by public bodies: www.ico.org.uk
· The Chartered Institute of Marketing (CIM) sets global professional standards for the marketing industry through ethical codes, competency frameworks, and structured career qualifications: www.cim.co.uk
· Social media analytics tools, for example:
· Hootsuite is a data tool that helps manage social media accounts, reporting on likes, shares and views: www.hootsuite.com
· Google Analytics tracks what happens after someone clicks a link on a social media platform: https://analytics.google.com 
· Industry news, for example:
· Marketing Week publishes industry news and articles on many of the topics discussed: www.marketingweek.com
· Social Media Examiner is an online resource that aims to help businesses grow their brand and increase sales through social media, AI and digital tools: www.socialmediaexaminer.com
· The UK Government provides online and social media marketing guidance: 
www.gov.uk/government/publications/code-of-practice-for-providers-of-online-social-media-platforms
· The National Cyber Security Centre (NCSC) provides specific guidance that applies to digital marketing campaigns, customer data collection and handling user information safely: www.ncsc.gov.uk
[bookmark: _Toc237859295]Prior learning
Most students will likely be experienced in using a range of social media platforms for entertainment or personal communication. However, the way that organisations use social media will be very different to their own personal use. 
Some students may have some understanding of the professional use of social media via their placements or employment, but this will vary greatly. With this in mind, providing foundational knowledge will be useful. Where students do have some experience of professional or business use, perhaps from a placement, encourage them to share their experiences with the rest of the class to provide examples of real-world and real-workplace applications. 
Students’ digital competence will also vary. Some will be confident navigating a wide range of social media platforms and tools, while others may only be familiar with specific platforms. Providing students with an overview of the platforms, dashboards and tools listed below can help students engage with the activities: 
· Social media platforms: Pinterest, Instagram and TikTok
· Analytics dashboards: Google Analytics and those on the Meta social media platforms
· Content creation tools: Adobe Express and Canva
[bookmark: _Toc237859296]Accessibility
The teaching materials have been designed to provide teachers with a flexible framework, including different approaches to activities, suggested consolidation activities to further embed knowledge and adaptable study questions to assess learning. As with all resources, teachers must consider the specific needs of their students when using the materials, including Special Educational Needs and Disabilities (SEND). While the content has been reviewed, accessibility in externally linked resources cannot be guaranteed. 
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[bookmark: _Toc237859297]Learning outcomes and specification coverage
	Lesson 
	Learning outcomes
	Specification coverage
	Skills and General competencies
	Links to other specification content

	1 From bricks to clicks – London Camera Exchange
	Students will be able to:
identify how a real organisation uses social media tools and platforms to support its marketing activities
explain the role of social media within the organisation’s marketing mix and communication strategy
discuss how social media marketing can complement traditional and digital marketing channels
evaluate how an organisation uses social media to support marketing objectives and customer engagement
evaluate how social media marketing can improve an organisation’s omnichannel marketing approach
	Core content
2 Principles of Marketing: 
2.1.1, 2.2.1, 2.8.1, 2.8.3 
3 Principles of Sales: 
3.5.1, 3.6.2 
7 Communication in Business: 
7.3.1 
9 Impact of Technology on the Business Environment: 
9.2.1 
Occupational specialism
PO1: K1.4.6 
PO2: S2.4, K2.2
PO5: K5.1, K5.2
	Skills
CS1: Communication – use a range of communication methods tailored to audience
General competencies
English:
E2 Present information and ideas 
E4 Summarise information and ideas
E5 Synthesise information
Digital:
D1 Use digital technology and media effectively
D3 Communicate and collaborate
	1 The Business Environment:
1.1.1, 1.3.1 
2 Principles of Marketing: 
2.3.1, 2.6.1, 2.7.1
3 Principles of Sales: 
3.6.1, 3.7.1 
7 Communication in Business:
7.2.1 
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[bookmark: _Toc137031738][bookmark: _Toc138426719][bookmark: _Toc138426743][bookmark: _Toc138426775][bookmark: _Toc138426807][bookmark: _Toc138426839][bookmark: _Toc237859299]Lesson 1: From bricks to clicks – London Camera Exchange
This lesson focuses on the use of social media in one organisation – the London Camera Exchange (LCE). Students undertake initial research into the organisation and take notes to prepare them to watch a video case study, which explores the social media platforms and tools that LCE utilises. Students then answer questions to support preparation for the external assessments.
[bookmark: _Toc137031739][bookmark: _Toc138426720][bookmark: _Toc138426744][bookmark: _Toc138426776][bookmark: _Toc138426808][bookmark: _Toc138426840][bookmark: _Toc237859300]Preparation
	Resources provided
	Lesson 1 Slide deck
Lesson 1 Video 
(From bricks to clicks – London Camera Exchange https://vimeo.com/1231680497/88f5e57ba5?share=copy)
Lesson 1 Activity 1 Worksheet
Lesson 1 Activity 2 Worksheet
Lesson 1 Activity 3 Worksheet
Lesson 1 Activity 4 Worksheet

	Equipment needed
	Audio visual equipment
Digital/printed copy of each worksheet for each student

	Safety factors
	N/A

	Prior learning
	This will depend on the order in which the core content is delivered, but students must be familiar with the content from the following elements to ensure that they are able to access and apply the knowledge fully:
1 The Business Environment
2 Principles of Marketing
3 Principles of Sales
7 Communication in Business
9 Impact of Technology on the Business Environment

	Common misconceptions
	Social media marketing is easy and/or free. 
Reality: Everything involved in a social media campaign – from image creation, to uploading and promotion on a social media platform, to the analytics tools that are used to determine the success of the campaign – incurs costs and will require a range of professionals to utilise their talents to produce a successful campaign.
Social media marketing is a complete marketing strategy.
Reality: Social media forms part of the wider marketing mix and cannot be used in isolation.
More followers is proof of a successful marketing campaign.
Reality: Organisations can have high follower/view counts and still not see an increase in their overall sales. One of the most challenging aspects of social media marketing is converting followers/views into actual sales.
Posting frequently is a strategy.
Reality: It takes time for engagement with a post to build. While some posts will go viral and attract significant engagement, they are the exception rather than the norm. Equally, posting frequently can result in algorithms imposing limits on the reach that the post can achieve. Posting frequently can also overwhelm the audience and can even damage the brand by diluting the quality of the content.
Using social media personally provides enough experience to understand social media marketing.
Reality: While students may use social media themselves for entertainment and engagement, this is very different to how brands need to consider using social media as part of their omnichannel strategy. Brands will have objectives, audience insight and measurable outcomes that they need to achieve from their social media use.
Social media is only promotion.
Reality: While promotion is one significant purpose of social media usage for brands, there are a number of other important uses that it serves. It is increasingly used for customer service and handling complaints, in building the brand community and loyalty, for market research and, in some instances, for reputation management during a crisis. Students need to understand that promotion is only one way in which brands use social media. 
Influencers always make marketing more effective.
Reality: While using influencers can be effective for brands, it is not a guaranteed route to success. Its success relies heavily on whether the influencer’s followers belong to the brand’s target market, whether they trust the content being produced and whether there is an authentic relationship between the influencer and their followers. Brands can suffer significant reputational damage if an influencer is later embroiled in controversy (e.g. fuelling violent extremism) and it may not be effective for some brands to take this risk.
Algorithms don’t matter.
Reality: Social media platforms utilise complex algorithms to determine which users see which content and in which order. There are a number of factors that can affect this, such as engagement levels, posting time, content format and how users have previously engaged with the account. If the content that a brand is producing doesn’t meet the parameters being set by the algorithm, then their content may not have the reach they had hoped for or it may not reach their intended target audience. 

	Accessibility
	Closed captions and a video transcript are available for use as required. 
The worksheet can be provided to students in hard copy or digital format to enable them to access the activity in line with their preferred method(s) of working.



[bookmark: _Toc137031740][bookmark: _Toc138426721][bookmark: _Toc138426745][bookmark: _Toc138426777][bookmark: _Toc138426809][bookmark: _Toc138426841][bookmark: _Toc237859301]Activity guide
	Introduction
SUGGESTED TIME: 
5 minutes
Resources: 
L1 Slide deck – 
slides 1–2
	Review the lesson’s learning objectives using slide 2. Explain that students will be using London Camera Exchange (LCE) as a case study to achieve these objectives.
Ask students to name as many social media platforms and analytics tools as they can. They should use prior knowledge from previous lessons, personal knowledge and experience of using social media in their placement or employment. (Note: not all social media platforms are appropriate for the 16–19 age group, so make sure students use platforms which are suitable for their age range.) 
Some examples include:
Platforms: Facebook, Instagram, Snapchat, X, WhatsApp, Reddit, Vimeo, WeChat, TikTok, YouTube, LinkedIn, Pinterest, Twitch, Discord, Threads, Lemon8, Messenger
Analytics tools: dashboards on Hootsuite, Meta Business Suite Insights, Sprout Social, Buffer Analyse, Google, X, YouTube, TikTok, LinkedIn, Pinterest, Brandwatch 
This could be completed as a group activity using edtech, such as a collaborative online whiteboard or the classroom interactive whiteboard.
To address some common misconceptions, ask students questions, such as ‘What is social media marketing?’.
A common answer may be that it is an easy/free way to market a product or service. Mitigate this by explaining that everything involved in a social media campaign incurs costs, from the physical production (e.g. image creation/
permissions) to the human input (e.g. paying for expertise in planning/realising/analysing a successful campaign).
Invite students to consider their own interactions with social media platforms so that in later tasks they can consider how this differs from LCE’s approach.
If your centre’s infrastructure does not allow access to social media platforms or tools, screenshot examples prior to the session to share with students. This is especially important if a cohort has limited experience/access to social media (many social media platforms restrict usage to those 16 years of age or older).

	Activity 1: Company research and note-taking
Suggested time: 
10 minutes
Resources: 
L1 Activity 1 Worksheet 
Internet access
L1 Slide deck – slide 3
L1 Video 

	Remind students that this lesson will focus on the London Camera Exchange. Provide students with L1 Activity 1 Worksheet. Allow them 5 minutes to undertake initial research to find some basic information about LCE. Encourage students to start with LCE’s website: www.lcegroup.co.uk. Some prompts to guide students are given as examples in question 1. Note that this question is intended as a short ‘fact-finding’ activity to familiarise students with LCE and to prepare them for the content of the video. Reiterate that students do not have to find all the listed/suggested facts. 
While students are working, circulate around the room and coach students on the credibility of the source material that they have chosen (e.g. LCE’s website, Companies House, AI). For example, when a student finds a fact, ask them to share the fact with the class and to reveal the source. Invite other students to look at the same fact using a different source. Do they agree?
Ensure that students understand that LCE is a bricks-and-clicks retailer that sells photography equipment. Not only does LCE have 26 physical stores around the UK (the ‘brick’), it also sells merchandise and equipment online (the ‘click’). 
Explain that the students will now watch a video case study about LCE’s use of social media. It explores the social media platforms and tools that LCE utilises, how and when it chooses to market on social media, and the tools it uses to judge the effectiveness of its marketing campaigns. 
Explain that their answers to question 2 on the worksheet will help them in Activity 2. Offer guidance on what to take notice of, such as references to social media platforms used, suppliers, customer behaviour, target markets, influencers. 
Show students slide 3 and explain how to use the ‘snapshot–focus–big picture’ model:
Snapshot: Make bullet points.
Focus: Contextualise the bullet points. 
Big picture: Evaluate the ‘big picture’ learning.
Watch the L1 Video together without pausing (https://vimeo.com/1231680497/88f5e57ba5?share=copy). Ask students to make notes as they watch. Again, circulate around the room to check students’ progress and encourage them to make ‘focus’ bullet points that they can build upon later.

	Activity 2: Company fact file and note-taking
Suggested time: 
5 minutes
Resources: 
L1 Activity 2 Worksheet 
Slide deck – slide 4
	Hand out L1 Activity 2 Worksheet. Explain that it includes a completed fact file on LCE and exemplar notes. Ask students to review the completed fact file and exemplar notes, adding to, or amending, their own notes where appropriate. The fact file is a reference tool with ideas on what to research and suggestions of notes to make, as the video is fast-moving. Remind students that question 1 is a basic fact-finding task, so they should focus their review on the marketing-focused example notes provided for question 2. 
Display slide 4 and invite students to use the question prompts to review their answers.

	Activity 3: Exam practice
Suggested time: 
45 minutes
Resources: 
Slide deck – slide 5
L1 Video 
L1 Activity 3 Worksheet
Student’s own notes from L1 Activity 1 Worksheet

	Remind students that Activity 2 focused on the skills of secondary research and note-taking. Now they will look at how both these skills can be used in an exam situation.
Display a copy of the L1 Activity 3 Worksheet and explain that they will look at how examiners approach marking Core Paper examinations. (In Activity 4, students will mark questions themselves, so they will understand how they should structure and then assess each type of question.)
Read through the first section together. Then ask students to access the T Level Marketing specification and review the command words that they will see used in their Core Exams.
Display slide 5 and review the questions in the worksheet.
Explain to students that the questions have been structured to provide them with experience of the types of questions they may face in the exam. The questions have been ramped, meaning that as students progress, the questions will increase in the level of demand and technical knowledge that they need to demonstrate. Sharing this with students will help them to refine their exam technique.
Questions 1 and 2 are short open-response questions, asking students to recall their knowledge. This pair of similar-looking questions are included deliberately to help you see if students have read the questions properly and identified the appropriate information.
Questions 3 and 4 are medium open-response questions, where students are asked to develop their answers and provide a justification or development of their initial answer.
Questions 5, 6 and 7 are extended open-response questions, which are designed to enable students to demonstrate the depth of their knowledge and understanding.
Questions 1–4 are points-based questions. Students achieve a mark for each correct answer/development of the answer, up to the maximum number of marks allowed for the question.
Questions 5, 6 and 7 are level-based questions. Levels are based on the quality of the answer and are marked holistically. To mark these questions, an examiner will first read the whole answer and determine which level descriptor is the best fit. 
Level 1 is a basic answer – students will have provided some correct terminology or content, but it will be limited and unlikely to be relevant to the context of the question. 
Level 2 is a good answer – students will have provided correct terminology or content and there will be a range of examples. They will have linked their answer to the context, but this may be inconsistent with some of the knowledge demonstrated and may not always be applicable to the context.
Level 3 is a comprehensive and thorough answer – students will have provided a well-thought-out answer which demonstrates excellent knowledge of the content, and their answers will be relevant to the context. A short conclusion that summarises the key debate will be included for 9- and 12-mark questions, where students are asked to ‘Discuss’ or ‘Evaluate’. 
The total value of all the questions is 35 marks. 
For the short and medium open-response questions, it is recommended that students spend, on average, up to a minute per allocated mark. So, for a 2-mark question they should aim to spend a maximum of 2 minutes.
For the extended open-response questions, it is recommended that students spend approximately a minute to a minute and a half for each allocated mark. So, for a 9-mark question students should spend just under 15 minutes, and for a 12-mark question, students should spend just under 20 minutes.
Application of this might look like:
Q1 (1 mark) – 1 min
Q2 (2 marks) – 1 min
Q3 (2 marks) – 2 mins
Q4 (3 marks) – 3 mins
Q5 (6 marks) – 7 mins
Q6 (9 marks) – 13 mins
Q7 (12 marks) – 18 mins
Total: 45 mins 
Hand out L1 Activity 3 Worksheet to students and suggest that they also have their notes from Activity 1 with them as they watch the video.
Play the video again. Pause the video as shown below, allowing students time to complete the relevant question. (Note that the information in the video interview is presented authentically so will not always be in the order of the questions.)
0–50 sec: questions 1 and 2
1 min 45 sec – 2 min 7 sec: question 4
2 min 7 sec – 2 min 45 sec: question 3
2 min 45 sec – 3 min 28 sec: question 5
3 min 28 sec – 4 min 29 sec: question 6
4 min 29 sec – 5 min 21 sec: question 7
When you pause, you might want to discuss the content and allow students time to consider key learning points that will support their completion of the worksheet. 
For questions 1–4, you can remain at the front of the classroom. For questions 5, 6 and 7, where there are more marks at stake, circulate around the room to ensure each student is providing an answer for every question. 
If students are struggling, draw from L1 Activity 4 Worksheet, if necessary, which has sample answers to prompt and ensure that everyone can take part in the whole activity.

	Activity 4: Be the examiner!
Suggested time: 
25 minutes
Resources: 
Slide deck – slides 6–14
L1 Activity 4 Worksheet  
Student’s own answers to L1 Activity 3 Worksheet  
Red/green pens
	Display slide 6 and explain that students will be now be the examiners, marking either their own work or a partner’s.
Note: optional support slides have been provided, giving an analysis of how a 3- and a 9-point question are marked. See below for instructions. This will require additional lesson time. A guide for when these could be used is also given below.
Choose between self-marking or peer-marking and provide students with L1 Activity 4 Worksheet. Explain that they should use the sample answers, marking guidance and mark schemes on the worksheet as a reference to help them to mark their own, or their peers’, answers. 
Remind students of the Assessment Objectives: AO2 and AO3a. AO2 requires that students apply, analyse and interpret knowledge, rather than simply recalling facts. AO3a is similar, requiring students to explain how or why a particular marketing action leads to an outcome. 
A possible structure to follow would be:
· Students mark questions 1 and 2, then review together.
· Students mark questions 3 and 4 (with support from you and slides 7–10, if necessary), then review together.
· Students mark questions 5 and 6 (with support from you and slides 11–14, if necessary), and review together.
· Students mark question 7, using what they have understood from marking the previous answers and the support on the worksheet, and review together.
If students need further support to accurately assess the responses, it may be beneficial to stop after each question and discuss the marks awarded to ensure accuracy. Alternatively, providing individual feedback to students or small groups of students on the accuracy of their assessment can also help to support them in achieving the standard.
It is important to emphasise to students that the purpose of the lesson is to learn about social media as well as to understand what each question is asking them to write. Display slide 15 as a reminder of the lesson’s learning objectives.
Optional analysis support slides 
Display slide 7. Read out the 3-mark question. Emphasise the importance of the command word and reflect on the expectations related to this command word. For a 3-mark question like this, it is vital that students expand upon the point they make. Note that if students simply name or state an impact, they will only achieve one mark.  
Reflect on the number of marks available and the associated expectation for students. As this is a 3-mark question, it is likely that students only need to write a short-paragraph, covering three sentences: an impact, why it’s an impact, and how this relates to the context of the question.   
Take students through slides 8 and 9 before displaying slide 10 and having them mark their own or their peer’s responses. 
Replicate this process for slides 11–14, alerting students to the different expectations, detail and depth required for a 
9-mark response. 

	Follow-up / consolidation
Resources: 
Exam question
	Provide students with a relevant exam question from the 
T-Level in Marketing exam papers. Alternatively, use ExamWizard to select an appropriate question.
Students should work through the examination question using the knowledge and skills that they have developed. 
If time allows, this could be marked in this lesson, or the question could be completed and brought to the next lesson and marked as the introductory task.
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[bookmark: _Toc237859302]Weblinks and resources
All weblinks and resources have been used in accordance with the owner Terms and Conditions and, where specified, permission has been granted by the owner.
Inclusion of weblinks or mention of external organisations within the teaching materials does not imply any affiliation with, endorsement by or sponsorship of these external organisations.
	Location
	Link
(with permission if required)
	Owner
	Date last accessed

	Teaching Guide page 3
	T-Level in Marketing https://qualifications.pearson.com/en/qualifications/t-levels/marketing.html
	Pearson
	September 2026

	Teaching Guide page 4
	www.technicaleducationnetworks.org.uk
	Technical Education Networks
	September 2026

	Teaching Guide page 8
	Advertising Standards Agency (ASA) 
www.asa.org.uk
	ASA
	September 2026

	Teaching Guide page 8
	Information Commissioner’s Office (ICO) www.ico.org.uk
	ICO
	September 2026

	Teaching Guide page 8
	Chartered Institute of Marketing (CIM) www.cim.co.uk
	CIM
	September 2026

	Teaching Guide page 8
	Hootsuite www.hootsuite.com
	HootSuite
	September 2026

	Teaching Guide page 8
	Google Analytics https://analytics.google.com
	Google
	September 2026

	Teaching Guide page 8
	Marketing Week  www.marketingweek.com
	Marketing Week
	September 2026

	Teaching Guide page 8
	Social Media Examiner www.socialmediaexaminer.com
	Social Media Examiner
	September 2026

	Teaching Guide page 8
	UK Government: Online and social media marketing guidance 
www.gov.uk/government/publications/code-of-practice-for-providers-of-online-social-media-platforms 
	UK Government
	September 2026

	Teaching Guide page 8
	National Cyber Security Centre (NCSC) – Cybersecurity guidance relevant to digital marketing and data handling 
www.ncsc.gov.uk 
	NCSC
	September 2026

	Teaching Guide page 14
	London Camera Exchange 
www.lcegroup.co.uk
	London Camera Exchange
	September 2026


* ‘T-LEVELS’ and ‘T Level’ are registered trade marks of the Department for Education.
Adobe Express is either a registered trade mark or trade mark of Adobe in the United States and/or other countries.
Gemini™ is a trade mark or distinctive brand features of Google LLC. 
Google Analytics™ is a trade mark or distinctive brand features of Google LLC. 
LinkedIn® is a registered trade mark or trade mark of LinkedIn Corporation and its affiliates in the United States and/or other countries.
Snapchat is a registered trade mark of Snap Inc.
YouTube™ is a trade mark or distinctive brand feature of Google LLC. 
All other trade marks are the property of their respective owners.
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[bookmark: _Toc155282510][bookmark: _Toc237859303]Terms of use and disclaimer of liability
These resources are made available subject to the Technical Education Networks programme Terms and Conditions. These can be accessed at www.technicaleducationnetworks.org.uk 
[bookmark: _Hlk153972608]The Terms and Conditions set out the legal terms and associated information relating to the teaching materials and other assets produced as part of the Technical Education Networks programme. The Terms and Conditions may be updated from time to time, please ensure you have read and understood them each time you access the resource.
