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Role of the teacher

The teacher has an important role to play in supporting and supervising student work on the
Business Alive Investigative Study. Teaching and learning related to the additional assessment
component should be integrated into ongoing classroom practice to maximise opportunities for
students to achieve the learning outcomes of the specification and support the development of
key competencies.

The release of the common brief by the SEC in term two of year one allows teachers to signpost
the requirements and content of the brief from an early stage of learning in the subject. It will
also facilitate teachers in planning for the integration of the AAC, as appropriate, into the natural
flow of teaching and learning in the classroom.

Support may include:
¢ clarifying the requirements of the Business Alive Investigative Study brief

¢ helping students to understand how the brief issued by the State Examinations
Commission for the Business Alive Investigative Study links to the Leaving Certificate
Business specification
* identifying any particular areas of the specification that students may need to engage with
in order to undertake the AAC
¢ ensuring students are aware of the descriptors of quality associated with the AAC
« offering prompt questions, such as those supplied on pages 16-19 to stimulate and
support students’ planning and critical thinking throughout the process
» encouraging students to focus on the requirements of the brief and to relate their work to
the learning outcomes in the specification
¢ guiding students in the continued development of their research skills
* helping students to appreciate the importance of good referencing practices and the
necessity to avoid any form of plagiarism
» facilitating access to appropriate resources
¢ providing appropriate access arrangements for students with additional learning needs, in
accordance with the State Examinations Commission provision of reasonable
accommodations
¢ making students aware that they must comply with any relevant mandatory regulations or
requirements such as those relating to health and safety, General Data Protection Regulations
(GDPR), accessing public or private property etc.
¢ using feedback appropriately to promote a reflective approach to work on the AAC
» providing instructions at strategic intervals to facilitate the timely completion of the

AAC



* drawing students’ attention to any requirements in relation to the submission of the
AAC specified in the brief

« promoting opportunities afforded by the AAC to develop Senior Cycle key competencies.

In order to facilitate the authentication process, teachers should engage regularly with students’
work on the AAC. Teachers should be aware that only work which is the student’s own can be
submitted for assessment to the State Examinations Commission and that each student must
submit their work on an individual basis. Where more than one student within a class is working
on a similar AAC, it is important that each student takes an individualised approach to the work.
The feedback provided to students should be general and nondirective in nature. Teachers
should not provide any excessive or inappropriate support to students, such as editing draft work
or providing model text or answers to be used in the students’ evidence of learning.

(Teachers can support students by:

 Clarifying the brief and its links to specification outcomes.

e Guiding research, planning, and critical thinking through prompt questions.

e Ensuring awareness of assessment descriptors and good referencing
practices.

o Facilitating access to appropriate and safe resources while respecting
GDPR and other regulations.

e Providing general, non-directive feedback and ensuring timely progress.

e Encouraging reflection, independence, and the development of key Senior
Cycle competencies.

e Monitoring authenticity of work and maintaining records for authentication
purposes.

Ultimately, teachers ensure students work independently, ethically, and safely,
while creating classroom conditions that naturally support the completion of the

Investigative Study.
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This is a sample project developed as if written by a leaving cert student
based on the sample brief released in September 2025, for illustrative
purposes only.

It is not intended as a model answer to be mirrored by students. It is
intended to be used as a resource to have classroom conversations
around things done well / could be improved by the ‘student’.

The project was written with the aim of achieving higher marks in the
descriptors of quality, but is not intended to be 200/200 as a project, and
should be open to interpretation by users based on the brief and
specification.



1. Introduction (Approx 200 words)

The health and fitness industry is often criticised for using less ethical marketing tactics,
including guilt-based advertising, exaggerated promises, and complicated methods that
make people feel they must buy a specific plan or product to achieve results. Many
businesses rely on clickbait-style promotions such as “Lose 30 pounds in 30 days” or
heavily edited transformation photos to attract attention and drive sales. This led me to
question whether a fithess business can still succeed using honest and transparent
marketing instead.

| began researching Irish examples of businesses that promote themselves differently. This
led me to Sean Casey Fitness, known for its no-nonsense, evidence-based approach to
weight loss and online coaching. His strong client reputation made him an ideal example
for examining how ethical marketing builds trust and supports long-term success.

As part of my project plan, | first intended to including data around advertising regulation,
but after interviewing Sean Casey | adjusted my plan to explore how ethical marketing
supports sustainable business growth. This change was inspired by Sean’s interview and

allowed me to strengthen the link between my question and real-world business practice.

Research Question:
How do ethical marketing practices such as honesty, fairness and transparency influence

the success of Sean Casey Fitness in Ireland?
Aims:

1. To investigate how Sean Casey Fitness applies ethical principles across its

marketing and communication.

2. To analyse consumer perceptions and reactions to ethical and unethical marketing
practices in the fitness industry.

[242 words]



2. Investigation and Findings (Approx 400 words)

Purpose and relevance of sources chosen

To gain direct insight into how ethical principles are applied in practice, | carried out an
interview with Sean Casey. | also conducted a short consumer survey to provide first-hand,
unbiased evidence on how people perceive ethical and unethical marketing practices.
Secondary sources such as online reviews, news articles and industry commentaries
added wider perspectives.

This approach allowed the research question to be explored from both business and

consumer viewpoints, avoiding reliance on Sean Casey’s own content alone.

Source 1: - Interview with Sean Casey (20 Oct 2025)

Sean explained that “the tides are turning” on unethical marketing, which once worked
when “people weren’t as educated and didn’t have access to good information” (Casey,
Interview, 2025).

Casey added that being “upfront and honest, with other people’s interests at heart” is the
best way to run a business, believing that “ethics in marketing is the future of being
successful” as consumers now “see through” misleading claims, showing how ethics

shape his long-term personal brand strategy.

Source 2: Podcast #118 — The Lie You’ve Been Sold About Weight Loss

This podcast was reviewed to understand how Sean Casey communicates his values
publicly. He rejected what he called “sleazy marketing” and criticised exaggerated claims
such as “Lose 30 pounds in 30 days,” describing them as “good for making money, but not
actually good marketing” (Casey, Podcast #118,

66
2025). “...sleazy marketing is good for making
] ] . . money, but it's not actually good
Casey explained that these gimmicks work in the marketing, to tell people ‘lose 30
pounds in 30 days’ .. ridiculous claims
short-term because people want instant results. about how much weight you can lose
in such a short period of time is blown
However, he argued that it damages credibility out of proportion because it looks

good in marketing.”

and long-term trust. Instead, he emphasised that

transparent, realistic messaging may bring SEA“
- CRCEY
slower growth but creates loyal, informed ﬁ : Figure I: Sean Casey quote

t f d ti f lasti f The Sean Casey Fitness Podcast
customers a foundation for lasting success for (418 The Lio You've Buon Seld About

Weight Loss) (July 2025)

any personal brand like his own (Figure 1). [256

words]



Sources 3-6: Social Media Marketing Content Other Sources

Figure 2: Before and after pictures
shown, but without claims/guarantees of
similar success for others

1 Lisa-Anne showed up for
| herself everyday Lisa-Anne is down over 140

pounds and counting

ping huge amount
but most impor!

and building
new mindset and
vits in the process

@scaseyfitness, Instagram 2025

Use of before-and-after images

Instagram posts showed before-and-after images celebrating progress without promising
similar results (@scaseyfitness, 2025; Figure 2). | was surprised he used such photos
given his stance, yet they appeared genuine rather than misleading.

Figure 3: Posts information showing people
unethical practices to help them avoid them

@scaseyfitness, Instagram 2025

Another post exposed how lighting and posing can fake “transformations,” warning
followers about scams (@scaseyfitness, 2025; Figure 3).

Other data: An /rish News article praised his clear, simple style (Irishnews.com, 2023),
while Facebook reviews described him as “honest. (Facebook, 2024)” One Reddit user
questioned his £25 app’s value (Reddit, 2025), raising fairness concerns.

[77 words]



Source 7: Consumer Survey

Figure 4-7: Consumer Survey Table and Graphs N=44 (Duffy, October 2025)
My survey of 44 respondents used four Likert-scale statements to measure trust and
perceptions of marketing in the fitness industry.

Figure 4: Reliability based on unrealistic claims

@ Strongly Disagree ¢ Disagree Agree @ Strongly Agree
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Bold promises such as 'Lose 30 pounds in 30 days' make a fitness brand seem less reliable.

Exaggerated claims: 77% agreed or strongly agreed that bold promises such as “Lose 30
pounds in 30 days” make a brand seem less reliable. (figure 4)

Figure 5: Trust based on realistic, transparent

advertising
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| am more likely to trust a fitness brand that uses realistic, transparent advertising.

Honesty and transparency: 84% agreed or strongly agreed that they are more likely to
trust a fitness brand that uses realistic and transparent advertising. (figure 5)



Figure 6: Impact on credibility from before-and-after
photo usage)
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Seeing real client photos (before-and-after) makes me believe the brand is credible.

Progress photos: 64% agreed or strongly agreed (figure 6) that real before-and-after
photos help a brand appear credible, although 36 % disagreed, indicating mixed feelings

about their use.

Figure 7: Impact of Online Reviews on Future Sales

@ Strongly Disagree () Disagree Agree @ Strongly Agree
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| would still buy from a brand with poor online reviews if the results looked really impressive.

o

Online reputation: 84% disagreed or strongly disagreed (figure 7) that they would still buy

from a brand with poor online reviews.

[107 words]



Source 8-9: Public Ratings

Online data supported these findings. Sean Casey Fitness held an average rating of 4.9%
on Trustpilot compared with 2.7% for V Shred (figure 5), an international competitor that
faces widespread criticism of its marketing online (Trustpilot, 2025). This contrast

highlights the new role of online ratings, although it was noted V Shred did have “over 4
million customers” (Trust Pilot, 2025).

Figure 8: V Shred and Sean Casey’s online review ratings (Trust Pilot, 2025) (Google

Store, 2025)
V Shred
(Trust Pilot) ***
2.7/5

Sean Casey / . . . . .
Glean App
5/5

[38 words]
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3. Analysis and Evaluation (Approx 600 words)

1. Ethical Marketing Builds Trust and Supports Sustainable Success

Findings from both aims indicate that honest, transparent communication strengthens
consumer trust and long-term success.

Casey’s interview statement that “ethics in marketing is the future of being successful”
aligns directly with the survey result where 84% of respondents said they are more likely to
trust brands using realistic advertising. This reinforces that ethics is not simply a moral
extra but can be a strategic business advantage.

Qualitative data from the interview and podcast showed how Casey’s principles guide his
marketing tone and messaging, while quantitative data from the survey and public reviews
(4.9% Trustpilot, 5.0% app rating) confirmed that consumers actively reward this approach.
Together these findings show that ethical marketing converts credibility into loyalty,
enhancing both reputation and revenue. They also suggest that modern consumers are
now valuing honesty and consistency over hype, particularly in industries built on personal

trust.

2. Balancing Realism and Persuasion Is Essential for Credibility

While honesty builds credibility, the findings show that effective marketing must still
persuade consumers to buy. Casey’s use of before-and-after photos initially surprised me
given his criticism of exaggerated “quick-fix” advertising, yet his images appeared genuine
and avoided unrealistic claims. This distinguishes him from some online competitors who
use dramatic transformations as sales tools.

Survey data reflected this nuance: 64 % agreed that transformation photos build credibility,
while 36 % disagreed, showing that even honest imagery can be misinterpreted as
manipulation.

This highlights that ethical communication requires balance, celebrating progress without
exaggerating outcomes and promising similar results.

Casey'’s social post exposing “lighting transformations” demonstrated this balance in
practice, as he actively used his platform to highlight misleading techniques and help
consumers recognise unethical marketing when they see it. This educational approach
shows how he applies ethical principles beyond his own business - aiming to raise
awareness and encourage higher standards across the wider industry.



3. Unethical Tactics Gain Attention but Damage Reputation

Sean Casey Fitness holds 4.9% on Trustpilot compared with 2.7% for V Shred, a brand
with large sales but now with low public ratings. Its low ratings show that apparent less
ethical marketing tactics can generate profits but end up lowering customer satisfaction
and trust.

This supports Casey’s point that short-term tactics work as people want results, but will
ultimately fail once consumers see through them, happening more nowadays due to the
power of digital transparency, where dishonest marketing is exposed through public

reviews and online discussion.

4. Credibility and Reliability of the Evidence

Strong evidence came from the overlap between the interview, podcast, survey, and
review data, which revealed consistent themes about trust and honesty in marketing.
Independent review platforms such as Trustpilot added objectivity, providing publicly
verifiable feedback that supported the findings.

Weaker evidence included self-published material from Sean Casey’s own platforms,
which may present a more favourable brand image, and a small survey sample size (N =

44), which limits the extent to which the findings can be generalised.

Overall, the evidence can be considered reliable because similar patterns and messages
appeared across unrelated sources. Ethical themes identified in Sean Casey’s content

were reinforced by consumer survey data and external reviews, indicating a high level of
consistency. This strengthens confidence that the findings accurately reflect how honest,

transparent communication enhances credibility and business reputation.

[548 words]



4. Conclusions (Approx 300 words)

Being ethical doesn’t have to be a trade-off for being successful in business — it can be the

route to success.

1. Ethics as a Modern Competitive Advantage

Drawing together all of the evidence, this investigation concludes that ethical marketing is
a key driver of success in personal-brand-based industries.

Digital transparency and the growth of social media make unethical tactics easy to expose,
while authenticity and fairness have become valued differentiators. Consumers
increasingly associate credibility with quality and are more likely to promote brands they
trust.

Casey'’s reflection that being honest makes business “more enjoyable” adds a human
dimension to success: ethics supports not only business performance but also the
wellbeing of entrepreneurs. This insight extends beyond fithess to areas such as coaching,
education, and creative services, where credibility is central to reputation and growth.
Choosing honest marketing over clickbait-style or exaggerated claims may not deliver the
fastest growth for an entrepreneur, but it will help build a more sustainable brand.

2. Effective Planning Strengthened the Investigation

Having a plan in place early made making adjustments easier as | could see what parts |
was changing more clearly. The early interview reshaped the focus from regulation to
ethical practice. Combining qualitative methods (interview, podcast) with quantitative data
(survey and reviews) provided balance and reliability. Each method linked directly to the
research question, producing consistent, verifiable evidence.

3. My Perspective and Relevance of my findings

At first, | viewed ethics in marketing as a black-and-white issue. However, seeing how
Sean Casey used before-and-after photos changed my view that all transformation type
imagery was misleading and exaggerated. | learned that marketing can remain persuasive,
and needs to be, while still being transparent about expected results.

This experience reshaped how | understand business communication: ethics and
effectiveness do not have to conflict. In today’s business environment, transparency and
authenticity determine success, making ethical marketing both a moral responsibility and a
competitive necessity for long-term brand building. [294 words]
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1. Introduction

Purpose:
Why this question matters and how your plan
evolved.
Examiner focus:
e Clear, well-framed research question.
* Logical rationale for topic choice.
e Evidence of planning and reflection (changes
explained).
e Explicit link to one cross-cutting theme.
This project is showing:
 Why ethical marketing in fitness is an
important and relevant issue.
e How the research question connects to real
business examples.
e How the project plan developed (e.g. shift from
regulation to ethics after the interview).
e That the study is purposeful, realistic, and

grounded in evidence.



2. Investigation and Findings - “What
| found out and how | found it”
Purpose:
What evidence was gathered and how it was
presented.
Examiner focus:
 Range and relevance of research methods.
* Presentation of findings in clear, appropriate
formats.
e Consideration of different viewpoints.
e Factual and balanced communication.
This project does this by:

e Findings from a mix of primary and secondary
sources, including an interview, podcast, social
media content, reviews, and a survey.

e Examples of how ethical principles such as honesty,
fairness, and transparency are applied in marketing.

e Contrasting consumer opinions about what makes
marketing appear trustworthy or misleading.

e Awareness that relying mainly on self-published

content can limit objectivity.



3.

Analysis and Evaluation - “What

the data says and how well it says it”
Purpose:

What the data says and how well it says it.

Examiner focus:

Logical interpretation and synthesis of findings.
Judgement about reliability, bias, and
representativeness.

Balance between positive and critical
perspectives.

Originality and critical thinking.

This project shows:

What the combined findings reveal about the link
between ethical marketing and consumer trust.
How consistent patterns across sources
strengthen reliability.

How each research method adds a different
layer of understanding.

Which evidence is strongest and which is more
limited.

That while ethical marketing may grow more
slowly, it supports long-term sustainability and

reputation.



4. Conclusions - “What the data

means and why it matters”
Purpose:

What the data means and why it matters.

Examiner focus:

e Conclusions fully justified by the analysis.

e Reflection on planning, learning, and changes
made.

e Clear real-world relevance and wider application.

e Awareness of project limitations and personal
learning.

This project shows:

e That ethical marketing is not a trade-off for success
but a route to long-term trust and customer loyalty.

e How effective planning and mixed-method
research improved the credibility of findings.

e How understanding of marketing evolved through
evidence and reflection.

e How the results apply beyond fitness to any
business built on personal reputation.

e That transparency and fairness are now essential

values in modern marketing.



