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1. INTRODUCTION

INTRODUCTION TO NORMAL (TECHNICAL) ELEMENTS OF BUSINESS SKILLS  

The Elements of Business Skills (EBS) syllabus is designed as an introduction to business concepts 
by understanding business activities, focusing on basic marketing and customer relations, in 
Singapore’s context. Students will have opportunities to acquire foundational business knowledge 
and develop transferable employability skills in the service industry, namely the Travel and 
Tourism, Hospitality and Retail industries. Thus, the study of EBS will provide students with a 
basic understanding of business concepts and an awareness of the industry for further studies in 
institutes of higher learning and careers.  

The service industry continues to play a significant role in Singapore’s economic growth and 
offers employment opportunities. With globalisation, changing demographics and technological 
advancement, businesses are innovating and reinventing themselves to stay ahead of the 
competition. The study of EBS in the selected industries would provide students with  opportunities 
to learn and develop 21st Century Competencies (Figure 1.1) needed to thrive in an increasingly 
volatile, uncertain, complex and ambiguous world.

DESIRED OUTCOMES OF EDUCATION 

It is hoped that every student will embody the Desired Outcomes of Education (DOE)  attributes 
by becoming:

• a confident person who has a strong sense of right and wrong, is adaptable and resilient, knows
himself, is discerning in judgment, thinks independently and critically, and communicates
effectively;

• a self-directed learner who takes responsibility for his own learning, who questions, reflects
and perseveres in the pursuit of learning;

• an active contributor who is able to work effectively in teams, exercises initiative, takes
calculated risks, is innovative and strives for excellence; and

• a concerned citizen rooted in Singapore, with a strong civic consciousness, is informed, and
takes an active part in bettering the lives of others around him.
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Figure 1.1 21st Century Competencies Framework

Civic Literacy, Global Awareness and Cross-cultural Skills

In the EBS syllabus, students will learn foundational business knowledge through the study of 
businesses in the Travel and Tourism, Hospitality and Retail industries in Singapore. As students 
develop an awareness of the business landscape development in Singapore, its opportunities and 
challenges, they will also be more reflective of the knowledge and skills they need. The importance 
to add value at the work place through higher productivity and improving standards will propel 
them to be an active and effective contributor to  society.

With Singapore being a multicultural country and popular tourist destination, students will develop 
a deeper understanding of the differing needs and wants of people as they observe customers 
shopping, dining and visiting various attractions. The recognition and appreciation of diversity 
will enhance their development of cross-cultural skills, facilitating their interaction and work with 
people from diverse backgrounds, and making them more aware of global influences on Singapore 
at the same time.  

Critical and Inventive Thinking

As the world evolves and changes, it is essential for students to develop critical and inventive 
thinking capabilities to meet new challenges and opportunities. Through EBS, students have an 
opportunity to demonstrate an enterprising mindset by embarking on a business investigation 
process recommending improvements to a business. Students learn to evaluate information for its 
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credibility and relevance in the business investigation process and apply decision-making skills as 
they consider the options to derive the best recommendation for an authentic business.

Communication, Collaboration and Information Skills

The EBS syllabus provides many opportunities for students to develop their communication, 
collaboration and information skills. Apart from equipping students with the skills to manage 
information from online and offline sources, students learn to be responsible users of information 
by applying media literacy competencies. EBS also reinforces the importance of verbal, non-verbal 
and written communication skills learnt through exploring communication with customers in 
authentic settings. Through experiential learning in a constructivist learning environment, students 
will have the opportunity to exchange ideas and co-construct knowledge and understanding with 
their peers to maximise their learning. An increased awareness of how businesses use information 
and communication technologies (ICT) to improve their marketing mix and customer service will 
help students to understand businesses better. 

IT Masterplan 4

In Masterplan 4 (mp4) ICT is used to develop knowledge through subject mastery, skills through 
21st Century Competencies and attitudes through being responsible digital citizens. The business 
investigation process in EBS will instill in students the necessary dispositions afforded by mp4.
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2. CONTENT

DESIGN OF NORMAL (TECHNICAL) ELEMENTS OF BUSINESS SKILLS

The conceptualising of the EBS syllabus is guided by the following principles:

yy To update knowledge, skills and values so that the syllabus remains relevant and reflective of 
business in the Travel and Tourism, Hospitality and Retail industries.

yy To build foundational business knowledge, skills and values undergirded by conceptual 
understanding that will support students’ further studies and work.

yy To scope syllabus content and instructional activities such that they are age-appropriate and 
accessible for the profile of Normal (Technical) stream students.

yy To ensure alignment with Desired Outcomes of Education, the 21st Century Competencies and 
IT Masterplan 4.

The 2020 EBS syllabus at the upper secondary level is an elective subject offered at Secondary 3 
for the Normal (Technical) [N(T)] course. Adhering to the N(T) Step Curriculum Framework, the 
subject addresses students’ motivation and joy of learning by providing a variety of enriched 
learning experiences and equipping them with foundational business knowledge, transferable 
employability skills, and values that are, relevant for progression to higher institutes of learning 
and future employment.

SYLLABUS AIMS 

The syllabus aims to provide students with the opportunity to develop foundational business 
knowledge, employability skills and values that are transferable over different areas of work, for 
the future. The Travel and Tourism, Hospitality and Retail industries in the service industry provide 
the context where application of these knowledge, skills and values can be demonstrated.
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SYLLABUS OUTCOMES

Knowledge and Understanding

This syllabus intends for students to develop knowledge and understanding of:

• basic business activities in the Travel and Tourism, Hospitality and Retail industries;

• basic marketing that focuses on understanding the needs and wants of customers and the
marketing mix and

• basic customer relations, focusing on communicating with customers and providing quality
customer service.

Skills

This syllabus intends for students to develop the ability to:

• apply concepts in marketing and customer relations, including the use of relevant terminology,
to different contexts in the Travel and Tourism, Hospitality and Retail industries.

• gather, select, interpret, analyse and evaluate information in the investigation of a business;

• think critically and innovatively to generate solutions and make decisions to improve
marketing and customer relations;

• self-manage and direct personal learning to work independently and collaboratively;

• communicate effectively; and

• harness the use of use of Information and Communication Technologies (ICT) where
appropriate.

Values and Attitudes

This syllabus intends for students to develop the values and attitudes of:

• integrity and responsibility in making decisions;

• respect and social awareness in managing relationships with others;

• an enterprising mindset;

• resilience in overcoming challenges; and

• passion to pursue lifelong learning.



11

SYLLABUS FRAMEWORK

In the EBS syllabus framework shown in Figure 2.1, the concepts of basic marketing and customer 
relations are at the core of the EBS syllabus. The middle ring represents the outcomes of syllabus, 
namely foundational business knowledge, decision-making skills and an enterprising mindset. The 
outer ring defines the scope of the syllabus to be within the three service industries of Travel and 
Tourism, Hospitality and Retail.

Figure 2.1 Elements of Business Skills Syllabus Framework

THE SYLLABUS FEATURES

Foundational Business Knowledge

The foundational business knowledge includes the knowledge and understanding of the three 
units of the syllabus: Understanding Business Activities, Basic Marketing and Customer Relations. 



12

Unit 1: Understanding business activities

This unit helps students to understand the purpose of a business and the various types of businesses 
in the Travel and Tourism, Hospitality and Retail industries. Impact of competition and trends on 
the businesses, and careers in these industries, are also examined to develop an understanding of 
the challenges and opportunities presented. 

Unit 2: Understanding basic marketing

This unit helps students to understand the basics of marketing and how businesses meet the needs 
and wants of customers. This includes the use of market survey to gather information about target 
customers, and the marketing process to reach out to them. 

Unit 3: Understanding customer relations

This unit helps students to understand the need to provide quality service to customers and the 
importance of effective communication in building customer relations. Students will learn how to 
provide good customer service in different interactions with customers.

Unit 4: Business Investigation

This unit helps students to understand the process and skills needed to carry out an investigation 
for a business to improve its marketing mix, so as to enhance its customers' experience. Students 
will select, interpret, analyse and evaluate information, and apply business knowledge to propose 
innovative and reasoned recommendations.

Enterprising Mindset

The landscape of business is constantly evolving due to economic, demographic and technological 
changes. Having an enterprising mindset prepares students for an evolving employment landscape, 
where employees are expected to seek continuous improvement to meet new challenges and 
demands. The ability to propose better ways of marketing and how to improve customer relations 
help to add value to a business. The disposition and mindset to contribute and improve oneself 
help to develop students as active contributors to society.

Decision-making Skills

Businesses and their employees have to make decisions on marketing and customer relations 
to grow the business. The syllabus provides opportunities for students to learn the process of 
gathering the information necessary to make a reasoned recommendation so as to enhance the 
customer experience for a real-world business. Sound decision-making skills are transferable and 
beneficial to students’ future area of study and work. 
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3. PEDAGOGY

SINGAPORE CURRICULUM PHILOSOPHY 

The Singapore Curriculum Philosophy (SCP) presents the core beliefs for teaching, learning and 
assessment. Teachers should actively draw reference from the SCP and the knowledge bases (KB) 
related to teaching and learning of EBS, and translate them into a meaningful application of the 
Pedagogical Practices (PP) as spelt out in the Singapore Teaching Practice (STP). 

The STP explicates a set of PP that describes the four fundamental teaching processes and the 
corresponding 24 Teaching Areas (TA), as presented in Figure 3.1 below.

Figure 3.1 The PP outlining the four TP and the corresponding 24 TA in the STP
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Pedagogical Approaches

The pedagogical approaches advocated for the teaching of EBS are undergirded by the considerations 
to:

Engender the Joy of Learning 

Research on students of N(T) profile revealed that they need a greater amount of cognitive, affective 
and social support. Such support can be provided by fostering students’ curiosity, interest and 
desire to learn through opportunities for enjoyable real-world interaction, authentic and engaging 
tasks, and activities that allow for personal choice and collaboration with peers (Linnakylä, Väliärvi 
& Arffman, 2011). The learning of EBS provokes the joy of learning through the design of authentic 
learning experiences that support active engagement between content knowledge and the real 
world.

Align to Syllabus Aims and Outcomes

The EBS syllabus aims for students to demonstrate an enterprising mindset by thinking critically 
and innovatively, and to make informed decisions as they face challenges in their future studies and 
careers. The use of experiential learning in EBS supports students in constructing new knowledge 
based on reflections on the learning experiences, and encourages the application of 21st Century 
Competencies skills such as critical thinking, reasoning and problem solving (Zohar & Dori, 2003; 
Zohar & Peled, 2008), aligned to the syllabus aims and outcomes.

EXPERIENTIAL LEARNING

The N(T) Step Curriculum focuses on enhancing personal and social learning to address N(T) 
students’ critical need for motivation and purpose of schooling. The Step Curriculum for upper 
secondary level focuses on building positive work habits and skills for the future study or work. EBS 
curriculum is designed such that learning is authentic, contextualised and applied.

The awareness of the future economy's uncertainty led to the need to prepare students with 
technological literacy, creativity, innovation, problem-solving and collaboration skills. This urged 
the move away from a didactic way of teaching to interactive and collaborative pedagogies where 
students have the opportunity to be actively involved in the learning process. 

Learning is the process whereby knowledge is created through 

the transformation of experience.

Kolb, 1984

Kolb’s experiential learning theory presents that learning takes place when students undergo a 
process designed to create opportunity for them to interact with their environment, to encounter 
dissonance of what is new and what is known. The process involves reflection on the dissonance 
to derive and test the new knowledge. 
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The adapted Experiential Learning Cycle (ELC) framework for EBS articulates four stages of students’ 
engagement in effective learning of knowledge and skills (Experiential Learning Cycle, David Kolb 
1984). The experiential learning paradigm requires teachers to enable students to be actively 
involved in the experiences. This requires teachers to define relevant activities and to create on a 
positive classroom culture, conducive for reflection and experimentation of new knowledge. 

Figure 3.2 shows the stages of students’ engagement in ELC and an example of how ELC can be 
implemented in a lesson on Good Customer Service.

Figure 3.2 The Experiential Learning Cycle for EBS Lessons

Stage 1: Concrete Experience

This stage is when students engage in an activity that enables interaction with the real world. 
These activities involve the use of their senses such as sight, hearing and touch. They could range 
from indoor activities such as role play, group discussions, viewing a video or presentation, to 
outdoor experiences such as learning journeys or hands-on work experience. 

Active Experimentation
Testing what was learnt

Derive revised script and role play 
to show good customer service.

Abstract 
Conceptualisation

Consolidating what was 
learnt

Derive a checklist on how to 
provide good customer service.

Concrete Experience
Introduce an experience
that engages the senses

Viewing of video on poor customer 
service.

Reflective Observation
Making sense of the 

experience

Observation notes on what was 
done correctly and wrongly.

4

3

1

2
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Stage 2: Reflective Observation 

This stage involves review on the part of the students to make sense of the ideas that arise from 
the experience. This can be achieved through questioning by teachers or steps that provide 
scaffolding, in journals or worksheets. Reflective questions could include simple questions such 
as “What did you do?” to higher-level questions such as “What problems did you encounter?” or 
“What was done correctly or incorrectly?”.

Experiential learning takes place when a person involved in an 
activity looks back and evaluates it, determines what was useful 
or important to remember, and uses this information to perform 
another activity.

 John Dewey

Stage 3: Abstract Conceptualisation

This is the thinking stage where students draw conclusions of their reflections and consider how 
they can be translated into practice. The conceptualisations can take the form of scripting, creating 
or discussion to relate how the reflections transform into new knowledge.

Stage 4: Active Experimentation

This stage is when students use their newly acquired knowledge and test them in a new scenario. 
This could involve a revised role play or activity like answering questions from a worksheet. 
Learning is a continuous process; the experimentation then creates a new experience for students 
to further reflect, conceptualise and experiment to create another new learning.

Table 3.1 shows some examples of how ELC can be implemented in EBS lessons.
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4. ASSESSMENT

THE MOE ASSESSMENT PHILOSOPHY 

Assessment is an integral part of the learning process and should be closely aligned with curricular 
objectives, content and pedagogy. In order for the assessment to lead to meaningful learning, the 
“what” and “how” of assessment should be firmly anchored in the clarity of purpose – that is, 
the “why”. Assessment should be designed and implemented to provide information on intended 
student learning outcomes. This involves the purposeful and regular collection of quantitative and 
qualitative information about students’ progress and development. The information is then used 
to assess students’ attainment of intended learning outcomes and to design future teaching and 
learning activities.

The three key messages of the MOE Assessment Philosophy are:

• Assessment is integral to the learning process.

• Assessment begins with clarity of purpose.

• Assessment should collect information that informs future practices.

Both school assessment and national examinations play important, albeit different roles. A 
balanced assessment system should have both formative and summative assessments. Formative 
assessment provides information on the effectiveness of teachers’ instructional activities, while 
summative assessment serves to inform on students’ mastery of content knowledge and skills. 

FORMATIVE AND SUMMATIVE ASSESSMENT

Assessment require teachers to have a good understanding of the students’ profiles and the 
learning outcomes delineated in the EBS syllabus. The demands of the assessment in terms of the 
knowledge and understanding, skills and values, and attitudes needed must be diligently planned, 
taught and developed in students with the appropriate instructional strategies. A well-designed 
assessment has the ability to increase student engagement and motivation, and  empower them 
to become self-directed learners.  

Formative assessment tasks in EBS should be varied to engage different types of learners.  
They should also be bite-sized to allow students to understand at a more manageable pace and 
apply the concepts, receive feedback, reflect, conceptualise and experiment again to acquire 
the competence and confidence to progress the next milestone. Formative assessment can be 
integrated into lessons in the form of individual assignments or group activities such as a project 
or discussion. Resources on Student Learning Space (SLS) also provide opportunities for students 
to become more self-directed in managing and monitoring their learning. 

Complementing the experiential learning cycle, formative assessment allows students to practise 
skills by demonstrating their knowledge and be evaluated based on their performance and not their 
ability to memorise information. The iterative process in formative assessment and experiential 
learning identifies skills and learning targets clearly, and feedback is given to students on how to 
improve.



48

Summative assessment requires teachers to decide what to assess, the question items, how 
to allocate the marks and what to infer from assessment results. The design of an assessment 
task must consider assessment principles of fairness, validity and reliability. While summative 
assessment for EBS should include timed written tests and examinations to provide information 
on students’ achievement, provision could also be made to include assessment on BI skills. 

Table 4.1 shows suggested school assessment for BI skills at Secondary 3. Reference should be 
made to the Specimen Paper and National Examinations for designing of assessment. 

Table 4.1 Suggested school assessment for BI Skills at Secondary 3

Time frame Assessment Business Investigation Skills

Sec 3 Term 1 or 
2

Report findings after research on a 
business in the selected industry:

yy Describe the nature of the 
business and main categories of 
products in the context of the 
sector.

yy Describe the types of customers 
the business attracts and their 
needs and wants.

Format: 2–3 hours curriculum time in 
examination environment 

Mark scheme: Rubric (reference from 
coursework mark scheme)

Marks: 20–25 marks

yy Identify sources of research 
information on the business and 
its customers. 

yy Gather information using suitable 
methods:

ДД Primary source: observations, 
etc.  

ДД Secondary sources: Internet 
websites, newspaper, brochures, 
etc.

yy Analyse the information and 
report findings in own words.

Sec 3 Term 3 or 
4

Report findings after research on a 
business in the selected industry:

yy Explain the marketing mix used by 
the business.

yy Explain how the business has 
provided customer service. 

Format: 4–5 hours curriculum time in 
examination environment

Mark scheme: Rubric (reference from 
coursework mark scheme)

Marks: 20–25 marks

yy Identify sources of research 
information on the marketing mix 
and customer service.

yy Gather information using suitable 
methods:

ДД Primary source: observations, 
surveys, interviews, etc.

ДД Secondary sources:  Internet 
websites, newspaper, brochures, 
etc.

yy Analyse the information and 
report findings.

ДД Present quantitative research 
information in formats such as 
tables and charts. 

ДД Report findings and analysis in 
own words.
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THE NORMAL TECHNICAL LEVEL ELEMENTS OF BUSINESS SKILLS NATIONAL EXAMINATION 

ASSESSMENT OBJECTIVES (AO)

AO1: Knowledge and Understanding 

yy Demonstrate knowledge and understanding of business activities and concepts, techniques 
and skills in marketing and customer relations in the context of the Travel and Tourism, 
Hospitality, and Retail industries.

AO2: Application

yy Apply knowledge and understanding of marketing and customer relations to a variety of 
business scenarios.

yy Gather, select and interpret different sources of information in conducting an investigation of 
a chosen business.

AO3: Analysis and Evaluation

yy Analyse and evaluate information in a variety of business scenarios in order to make reasoned 
judgements, recommendations and decisions.

SCHEME OF ASSESSMENT

1 ASSESSMENT MODE

The assessment comprises two compulsory papers.  Paper 1 is a written paper and Paper 2 takes 
the form of a coursework. 
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2 SPECIFICATION GRID

Paper Description Marks Overall 
Weighting Duration

1

Written

There will be 4 compulsory questions from 
Units 1 to 3 of the syllabus, comprising 
short response and structured questions:  

(i) with helping words;

(ii) requiring short answers, not necessarily
in complete sentences.

100 60% 1 hour 30 
mins

2

Coursework

The coursework requires candidates to 
conduct a business investigation, making 
use of content and skills acquired from 
Units 1 to 4 of the syllabus. 

Candidates in a class are required to choose 
different businesses in the selected service 
industry.

A total of 20 hours must be assigned 
during curriculum time to facilitate the 
completion of the coursework.

80 40% 20 hours of 
curriculum 

time over 10 
to 14 weeks

The following weighting of the assessment objectives gives an indication of their relative importance. 
They are not intended to provide a precise statement of the number of marks allocated to each 
assessment objective.

AO1

Knowledge and 
Understanding

AO2
Application

AO3
Analysis and Evaluation

Total

Paper 1 18% 30% 12% 60%

Paper 2 12% 20% 8% 40%

Overall 30% 50% 20% 100%
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DESCRIPTION OF COMPONENTS

PAPER 1 WRITTEN

The question paper will comprise 4 compulsory questions from Units 1 to 3, comprising structured 
and short response questions.  Each question provides a business context that frames the 
subsequent part questions. Candidates may be required to select a response to true/false items, 
match/sequence items, complete items from a choice of options, etc. or to compose a response 
to a given context.

PAPER 2 COURSEWORK

The question paper will specify one service industry (Travel and Tourism or Hospitality or Retail) 
for business investigation.  Candidates are required to choose one business within the specified 
industry with a physical location in Singapore that customers can go to.  They will gather information 
on the business and its customers, its marketing mix and customer service, and how competition 
and trend within the service industry affect the business. Candidates will use their findings in order 
to make decisions and a recommendation on how the marketing mix of the business could be 
improved to provide a better customer experience.  

A total of 20 hours in the computer laboratory will be assigned during curriculum time to facilitate 
the completion of candidates’ coursework. These 20 hours provide candidates with the opportunity 
to gather information from secondary sources such as websites, brochures, newspapers, etc.; to 
organise their findings for submission; to respond to the coursework tasks; and to have individual 
review sessions with their coursework supervisors. Outside of these 20 hours, candidates are 
expected to gather information from primary sources about their chosen business by undertaking 
surveys, observations, interviews, etc.  

Candidates will be assessed on: AO1 AO2 AO3 Marks
Information gathering 16 16
Nature of business and its customers 16 16
Marketing mix and customer service of the business 16 16
Competition and trend in the service industry 8 8 16
Decision-making and recommendation 16 16
Total marks 24 40 16 80
% weighting 12% 20% 8% 40%

The assessment criteria and level descriptors are provided in Pages 52 to 56.
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USE OF CALCULATOR

An approved calculator may be used in Paper 1 and Paper 2.
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