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ABOUT THIS SERIES

This series has been created to comprehensively cover the new senior QCAA Business General Senior Syllabus.
Business for QCE explicitly addresses the syllabus and unit objectives using the inquiry approach valued in the
syllabus, with integration of the underpinning factors throughout.

Written by a highly experienced and respected author team, the series provides a strong foundation in the
fundamentals of business with extensive explanations of concepts and theories, and follows the progression of the
business life cycle from seed to post-maturity stage. Through an engaging 21st-century approach to teaching and
learning, students will develop skills in examining business data and information through a range of analytical
tools and visual representations. Learning in Business integrates an inquiry approach with authentic case studies,
and the series includes a range of authentic and contemporary case studies that increase in depth and scope.
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COGNITIONS XI

COGNITIONS

In Business, you will develop a deep understanding of the subject matter through using a range of cognitive
processes. These cognitions are defined in the syllabus objectives, which allow you to demonstrate skills in
retrieval and comprehension of knowledge, analysis and interpretation of information, evaluation and
decision-making and the creation of responses to communicate ideas.

By the conclusion of Units 1 and 2, you will be able to:

explain business
concepts and strategies

analyse and interpret
business situations

N

describe business
situations and
environments

4

9 [ ]
Al &
T SYLLABUS
OBJECTIVES
create responses that
evaluate business communicate meaning to suit
strategies audience, context and purpose

Source: Business 2025 v1.1 General Senior Syllabus © Queensland Curriculum & Assessment Authority.

O
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X COGNITIONS

21st-CENTURY SKILLS

CRITICAL THINKING Q CREATIVE THINKING

e analytical thinking e innovation
e problem-solving e initiative and enterprise
e decision-making e curiosity and imagination
e reasoning e creativity
e reflecting and evaluating ¢ generating and applying
e intellectual flexibility new ideas
e identifying alternatives
e seeing or making new links

-J COMMUNICATION INFORMATION AND
COMMUNICATION

o effective oral and written TECHNOLOGIES (ICT)
communication SKILLS

e using language, symbols and
texts

e communicating ideas effectively
with diverse audiences

e operations and concepts

e accessing and analysing
information

e being productive users of
technology

« digital citizenship (being safe,
positive and responsible online)

COLLABORATION PERSONAL AND
AND TEAMWORK SOCIAL SKILLS

e relating to others (interacting e adaptability/flexibility
with others) e management (self, career, time,
e recognising and using diverse planning and organising)
perspectives e character (resilience,
e participating and contributing mindfulness, open- and
e community connections fair-mindedness, self-awareness)
e leadership
e citizenship
e cultural awareness
e ethical (and moral) understanding

9780170481076

Business 2019 v1.1 General Senior Syllabus © Queensland Curriculum & Assessment Authority.



ANALYTICAL TOOLS

ANALYTICAL TOOLS

Analytical tools are used to support the strategic planning that occurs in businesses across all stages of the life

cycle. These tools support the selection, organisation and sequencing of business data and information to assist a

business to draw conclusions and make decisions about business strategies.

The visual presentation of these tools encourages you to develop comprehensive responses. In Business, the

analytical tools are mapped to each unit and topic; by the end of Unit 4, you will be capable of applying the
entire range of analytical tools to a range of authentic business situations.

TOPIC UNIT 1 UNIT 2 UNIT 3 UNIT 4
Topic 1 e SWOT analysis e STEEPLE analysis e SWOT analysis STEEPLE analysis
e Break-even analysis e Power interest grid Porter’s five forces
Topic2 | e PEST analysis e SWOT analysis e STEEPLE analysis SWOT analysis
e USP analysis e USP analysis Force field analysis

9780170481076




BUSINESS FOR QCE
ESSENTIALS

What you will learn

Throughout the study of Business for QCE, the business life cycle, from the seed to the post-maturity stage,
will be used to explore and develop skills in examining business data and information. The life cycle provides
the context for each of the topics and units studied, and while the concepts introduced are applicable to many
or all stages of the life cycle, each chapter will focus and apply these to a particular stage. When evaluating the
business strategies used at each stage, four business criteria will be used to make judgements, decisions and
recommendations.

This chapter will provide you with the opportunity to:

describe the facts and characteristics of each stage of the business life cycle

explain the challenges and strategies of each stage of the business life cycle

explain the four business criteria used for evaluating business strategies

explain the purpose and approaches used for inquiry-based learning

create responses to communicate the stages of the business life cycle to stakeholders.

e Structured inquiry
* Guided inquiry
* Open inquiry

Business
for QCE
essentials

e Finance

* Human resources

* Marketing

e Operations

¢ Leadership and management
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CHAPTER 1 — BUSINESS FOR QCE ESSENTIALS

The Grays.com story

FOCUS QUESTION: How does a business successfully navigate the stages

of the business life cycle?

Grays is the largest industrial and commercial online
auction business in Australasia, offering a huge range
of industrial, consumer and commercial goods, direct
from manufacturers and distributors. A business in the
post-maturity stage, itis well known as one of Australia’s
leading e-commerce sites, and is part of the ASX-listed
Grays eCommerce Group, which is Australia’s largest
specialist e-commerce company.

In 1989, Gray Eisdell Timms started a physical auction
house based in Lakemba in western Sydney. This was a
fairly modest start-up witha minimalup-frontinvestment.
However, an evolutionary path was navigated by paying
close attention to stakeholders. During the growth stage,
Grays was an early mover into e-commerce. It held its
first online auction in 2000, disposing of assets from the
failed OneTel, and then progressively built its systems
and capability over the next decade.

Grays provides full national coverage across
Australia and New Zealand. It has main offices in

Sydney, Melbourne, Adelaide, Brisbane, Darwin, Perth,
Wagga Wagga, Auckland and Christchurch, covering
approximately 60000 square metres of warehouse
space, 120000 square metres of yard space, and over 38
additional smaller sites and regional depots. Through
its international network, Grays can access networks
of buyers and sellers in Asia, the Middle East, Africa
and Europe.

Grays is a great example of an Australian success
story that has evolved through the challenges that each
stage of the life cycle, and the changing market, has
presented.

Questions

1 Describe the characteristics of the Grays business.

2 Describe the opportunity that Gray Eisdell Timms
saw during the growth stage of Grays.

3 After reading about each stage of the business life
cycle, explain what stage Grays is currently in.

Stocksolutions/Alamy Stock Photo

FELIENEN Grays has successfully navigated through each stage of the business life cycle.

9780170481076



4 BUSINESS FORQCE — UNITS1&2

Key learnings

You will learn about each stage of the business life cycle by examining:
* characteristics

e challenges

e strategies.

The business life cycle is a representation of the series of stages that can be applied to the duration of activity
that a business conducts. The five stages of the business life cycle cover the generation of the business idea (the
seed stage), start-up, growth through to expansion or establishment, and finally, the post-maturity options of
steady state, renewal and decline (Figure 1.2). As soon as the decision to develop an idea into a potential business
is made, the business life cycle journey has begun.

Post-maturity

Maturity

Growth

Growth

Start-up

FELENE] The five stages of the business life cycle

During each stage of the business life cycle, different challenges will be encountered. Each challenge
may require a strategy or response to maintain the growth or position of the business in the market. Not all
businesses will experience every stage of the business life cycle or experience each of the challenges in the
same way. Nor will every business necessarily experience them in the same chronological order. For example,
some businesses may experience rapid growth right after start-up and so move straight into expansion. For
many businesses, though, there will be some resemblance of these five stages as the business progresses. When
exploring the strategies for each stage or functional area of the business, there will be some strategies that
are relevant to businesses at a number of stages in their life cycle and will be revisited a number of times, no
matter what stage the business is at, and some strategies that worked for one stage but that may not work in
another stage.

Strategy: the means by which a business sets out to achieve its desired goals and/or objectives

9780170481076



CHAPTER 1 — BUSINESS FOR QCE ESSENTIALS 5

IELIEN I Examples of some potential strategies relevant to the functional areas of finance, human resources, marketing
and operations

Financial management Human resources : : : :
: : Marketing strategies Operational strategies
strategies management strategies

Asset management Appraisal Competitive pricing Corporate social responsibility
Budgeting Communication models Costs plus pricing Cost leadership
Cash flow Corporate wellness Cream-skimming Economies of scale
Comparative financial Employer of choice status Developing a niche market Emerging technology
reporting Induction Digital marketing Expansion
Credit policies Job design Email marketing Exporting products or services
Debt finance Leadership and management = Emerging technologies and Innovation
Equity finance Performance management platforms Minimising wastage
Goodwill Promotion Integrated marketing Outsourcing
Long-term financing Recruitment process Penetration pricing Project management
Outsourcing Redundancy Product diversification Research and development
Point-of-sale systems Restructuring Psychological pricing Sustainability
Restructuring Rewards and benefits Public relations Transformation process
Short-term financing Selection process Rebranding

Training and development Research and development

Target markets
Traditional marketing

The seed stage

The seed stage is the very beginning of the business life cycle, when the business is just a thought or an idea. In
this stage, initial testing, research into the industry and feedback from friends, family or industry specialists help
to develop and refine the idea. It is during the seed stage that the viability of the business idea is determined
and key stakeholders are identified and engaged. These may include business mentors, suppliers, customers

and partners. A legal structure for the business needs to be established and a business plan developed to bring
together the ideas underpinning the business strategy. It is at the seed stage that the funding needed to acquire
resources for prototype development, production, property for the business location and the potential hire and
training of staft is considered and planned — for example, through loans, investments, crowdfunding or grants.

Challenges of the seed stage

One of the major challenges in the seed stage is the time, energy and money required to develop the idea into a
business while there is no revenue or income stream to rely on. The seed stage involves a significant outlay to establish
the business. This may include initial
operational costs, production costs,
infrastructure, or market entry and legal
fees associated with the business idea.
If a business in the seed stage does not
have a documented plan in place to
achieve market acceptance, or is not
ready for market at the anticipated
start-up date, the financial setbacks can
have a serious impact on the viability
of the business idea.

Strategies for the seed stage

During the seed stage, developing a
business plan is the biggest success

Creative-Touch/Shutterstock.com

factor for an emerging business. The
plan needs to include a clear vision; the
goals and objectives of the founders;

a marketing plan to introduce the

Sl Effective planning at the seed stage is an essential factor in
the success of a business.

9780170481076



6 BUSINESS FORQCE — UNITS1&2

business idea and reach the target market; and a detailed outline of financial needs, particularly for the first few months
while the business develops its model without receiving revenue from sales. The success of a business moving from the
seed stage through the business life cycle will rely heavily on the skills of the founders or employees to ensure the key
functions of the business are efficiently completed. During this stage a potential business owner may choose to upskill
in key areas or consult with professionals. These key areas may include financial administration and management,
regulatory licences, intellectual property and human resources management. The business owner may then revise their
business plan during the start-up stage in order to seek more finance for the business.

The start-up stage

Once the viability of a business idea is established, a solid business plan exists and a legal ownership structure

is in place, the business moves from the seed stage to start-up. In the start-up stage, the business idea has been
developed into products or services that the business is ready to market and sell. During the start-up stage, a
business focuses on establishing itself and building a customer base, while also making sure it is meeting its legal
and regulatory obligations, and seeking greater sources to finance. During this stage the business is established and
commences trading, and may begin to hire and train employees and build professional networks.

Challenges of the start-up stage

The start-up stage is often the riskiest stage in the business life cycle, and a business may move from start-up straight to
exit if it cannot engage with stakeholders, or adapt to meet their needs. The business begins trading and seeks to attract
and establish a customer base and presence in the market. This is a challenge that continues throughout the life cycle;
however, it is critical during the start-up stage that customers are attracted and products or services are sold to ensure
the necessary cash flow to fund the continued operation of the business. This can be achieved through calculating the
break even point for the business, and carefully budgeting expenses against forecasted income. It is also important the
business owner develops eftective management and leadership skills to navigate these challenges with competence.

Strategies for the start-up stage

Being able to respond to feedback from
stakeholders in an efficient and timely
manner is essential in the start-up stage.
Adapting and responding to customer
feedback and investors will ensure the
business can attract new customers and
begin to grow. At this stage of the business,
ensuring stakeholder engagement — with
suppliers, accountants, solicitors and
government — is essential for the
establishment and success of the business.

The growth stage

The growth stage of a business is the
movement of a business into either an

established state or an expansion state. This ==t

Sahara Prince/Shutterstock.com

means the business is either growing into
. S g . g S EA During the growth stage, a business may choose
new markets or is establishing its presence .
to focus on the development of an established state or an

in the industry. It is during this stage that expansion state.
a business will innovate and refine its

products or services for sustained growth

or to meet the needs of a market in a new

Established state: a state in which the business is Expansion state: a state in which the business adopts
consistently generating revenue and adding new customers strategies to move into new markets and distribution
and should be generating a consistent source of income channels, either geographically or demographically
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location, demographic or target market. At this stage, it is important that a business revisits its business plan, evaluates
its goals and objectives and sets in place new financial and marketing plans to accommodate the new stage. During the
growth stage, a business might also develop new ideas or acquire another business as a means to market new products.
There may also be the creation of a new organisational structure or new management positions during this stage, and
often extra employees are hired.

Challenges of the growth stage

Businesses in this stage often see rapid growth. The challenge is to avoid getting too comfortable in the market
or overextending the resources of the business in order to expand. When resources are overextended, cash-flow
problems can arise along with issues with creditors and an inability to meet business obligations. It is important
that a business does not expand into new markets that are too small to support all the competing businesses,
and that it doesn’t neglect its current customer base in the pursuit of a new market or a larger market share. The
challenge of new competitors is also evident at this stage in the business life cycle. Competition can come from
businesses that are already in the new market or from new businesses entering the established market. It is also
important at this stage that the founder of the business is able to relinquish control of some areas to reliable staft,
who will contribute to the business according to its goals and objectives.

Entrepreneurs or business founders may also find it challenging at this stage to divide their time between
the competing demands of an established business and investing in areas that need further development, more
efficient practices or maintenance of records.

Strategies for the growth stage

During this stage of the life cycle, the potential of the business will depend heavily on the staff who have been
employed and the procedures in place. Ensuring the implementation of quality practices, as well as a heavy
involvement in the recruitment process, will enable the business founder to confidently delegate and distribute
responsibility, and thus ensure the effective running of a growing business. Clearly establishing business processes
and expectations will ensure all teams are working towards the business’s goals and objectives. During this stage,
it is also important for the business to invest in research and development and the professional development of
staff to ensure it remains competitive in the market.

The maturity stage

After expansion or consistent growth during the establishment state, the business should be at the top of its
industry and is considered to have matured. This stage of the business life cycle is generally the longest and
reflects the dominating presence of the business in its market. It may still be experiencing growth, but not at the
same rate as during the growth stage, and yearly profits should appear to be fairly stable.

Challenges of the maturity stage

The major challenges faced by a business in the maturity stage are environmental factors and changes in
the economy, society or market conditions. Emerging technologies and innovations in the industry can
also have an impact on the trajectory of a business in this stage. Strategic decisions need to be made to
effectively prepare the business for the increasing competition that comes from maturing or from moving
into a new market, adding new products and services, or adding or restructuring human resources.

Strategies for the maturity stage

During the maturity stage, it is important for the business to remain competitive. One of the most effective ways
to increase competitiveness is to cut costs. The business may consider outsourcing or adjusting supplier chains
during this stage to reduce operational costs and ensure that it is running efficiently in all areas.
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The post-maturity stage

During the post-maturity stage of the business life cycle, the business may head in one of three directions. In this
stage a business may be in a steady state, in decline or in renewal. The founders or owners of the business may
take strategic decisions to reignite growth through renewal or plan a possible exit strategy, such as the closure

or sale of the business, or the business may enter a state of decline. During the decline state, a business may find
itself in administration or receivership. Some business founders see an opportunity to sell their business and
capitalise on the hard work they have invested in building the business while others search for new opportunities
and business ventures.

Challenges of the post-maturity stage

If a business chooses an exit option in post-maturity, the challenge of determining its real value in the

current marketplace, rather than a reflection of time, energy and emotional investment, can make a sale price
hard to arrive at. If the business enters a decline state or the owners choose to close the business, the financial
and mental challenges of a business loss can have a significant impact on the owners and the business’s staft. For
a business in a steady state or decline, a strategic plan for renewal or change management presents a number of
financial, human resources and operational challenges. A business must also be able to support the negative cash
flow or investment in innovation and renewal required to reignite the growth of the business.

Strategies for the post-maturity stage

There are many business professionals who specialise in strategy, innovation, valuation and business
services. Having a transition business plan formulated with the input of professionals and financial
advisors is essential. A business in a steady state cannot maintain this state forever, so must invest in
research and development or adopt strategies to secure injections of revenue, such as by reducing
production or operation costs. If a business is in decline, adopting market research strategies that enable
the business to satisty a previously unmet demand can lead to renewal. Innovation based on current
products and services, or the implementation of successful marketing strategies, can also help the renewal
of a post-maturity business.

QUESTIONS 11

1 Create atable to explain each of the five stages in the business life cycle.

2 Create a 2-3 minute multimodal presentation to explain the challenges of each of the five stages of the business
life cycle.

3 Brainstorm 8-10 businesses that operate in your local region and classify them according to the stages of the
business life cycle.

Administration: a process, explained under the Corporations Receivership: a process carried out by an independent

Act 20017 [Cth], whereby an insolvent company is placed and suitably qualified person, known as a receiver, who is

in the hands of an independent person who assesses the appointed by a secured creditor, or sometimes by a court, to
options available, and generates the best outcome for all take control of some or all of a business’s assets

stakeholders including the business owner and creditors.
Administration can be initiated voluntarily by the business,
or involuntarily by the creditors who are owed money
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GAINING INSIGHT 1.2

A business with charm

PANDORA's business model has achieved e Customers could capture moments in time by
success over the years to become a world- adding charms to represent a memory. For example,
leading global jewellery company in over 100 if a customer travelled to France, they could add an
countries. Eiffel Tower charm to their bracelet.

The business started in 1982 as a small
jewellery shop in Copenhagen, Denmark,
operated by Per and Winnie Enevoldsen. Initially,
the Enevoldsens travelled to Thailand to source
their jewellery pieces. However, the demand
for products grew exponentially, so in 1989 the

* The charms sell all year round and new designs are
created for calendar events. This includes charms
for special events such as birthdays, Valentine’s Day,
Easter, Mother’s Day and Christmas.

The charm bracelet created a signature
brand for PANDORA and increased its success in

business opened a factory in Thailand to design the jewellery industry. This allowed PANDORA to
and manufacture its own jewellery. This enabled expand its operations by entering new markets

PANDORA to establish a low-cost manufacturing including the United States in 2003 and Germany
factory and operate an efficient supply chain to and Australia in 2004. To meet growing demand,
produce affordable jewellery. PANDORA increased its manufacturing operations
and opened a second factory in Thailand in 2008.
In 2010, PANDORA was publicly listed on the
‘ Copenhagen Stock Exchange in Denmark.
r Y In 2020, due to the global pandemic,
PANDORA closed nearly 2700 stores around
the world. To reach its customers online,
PANDORA launched digital marketing strategies.
PANDORA increased its online presence by using
influencers to promote its products through
social media platforms. In 2021, PANDORA
introduced sustainable practices by making its
jewellery from recycled silver and gold to reduce
-] its greenhouse gas emissions.
RA PANDORA continues to achieve success
PAN D and has maintained its strong presence in the

jewellery industry.

Elfangor/Shutterstock.com

SEITZERE PANDORA has made the journey through Questions
the life cycle from the seed stage to maturity. 1 Describe the characteristics of PANDORA at each

stage of the business life cycle.
2 Explain what challenges PANDORA faced at

In 2000, PANDORA began selling its unique different stages in the life cycle.
charm bracelet. The charm bracelet was very 3 Explain the strategies PANDORA used to overcome
successful for a number of reasons: the challenges presented.

4 Create avisual representation of the business life
cycle for PANDORA.

e Customers were able to customise their own
bracelet with a variety of charms to create their own
style of jewellery.
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Key learnings

You will learn about the four business criteria (singular: criterion) )

. . . Business
used to evaluate business strategies (Figure 1.6). They are: criteria
* competitiveness used to

. evaluate
» ecffectiveness

» efficiency
e stakeholder satisfaction.

Evaluating

To evaluate is to decide or formulate a credible judgement

Sl Evaluating using business criteria

on a situation, using business criteria. In business, owners and

managers regularly evaluate business strategies to inform future decision-making, based on the achievement of
four main business criteria: competitiveness, effectiveness, efficiency and stakeholder satisfaction. These business
criteria refer to a standard or benchmark to be achieved and are contextualised to a business situation.

Competitiveness

“To what degree has the business offered products Pgrfolrrggnce,
or services that meet or exceed market standards plpocﬁﬁ ;?;‘;ﬁ
in relation to other businesses?” (Business 2025 growth,
General Senior Syllabus © Queensland @Y

Growth plans

Currlculum & Assessment A.u.thorlty.) Strztsgltis o7 Fle FTUIS,
The criterion of competitiveness can be used Ej‘;nezs tg including new
to make judgements on two businesses, and on be more product and
which one has performed more eftectively than competitive devsei:)\gfr:aent
the other. Factors that impact on a business’s
ability to be competitive include customers, Competitiveness
performance, growth plans, resources, strategies, Financial
technology, financial stability and the external Llgiiomers, stabilit
. . including includi %
environment (Figure 1.7). . g, ;r]ccc:sslrlg
Overall, most businesses strive to in relation to .
internal and

achieve competitive advantage, and hence,

competitors

external funds

competitiveness as a criterion can provide

the opportunities for businesses to refine and REEOUERS External
. . — ' environment,
develop their strategies so they have strong ) inclu Ing_t L including the
market position in their industry. uman caprta conditions the

and facilities .
- business
. available .
Effectiveness operates in

“To what degree has the business achieved goals
and/or objectives and to what extent has the
business solved targeted problems?” (Business
2025 General Senior Syllabus © Queensland Curriculum & Assessment Authority.)

Effectiveness as a criterion evaluates to what degree a business has achieved desired outcomes, most notably

FELIENVA Competitiveness

its goals and objectives. Effectiveness in a business is often referred to as ‘doing the right thing’ (Figure 1.8).

Effectiveness = -

FELIENN Effectiveness

Effectiveness can also be used to determine the outcome of a
problem-solving model, where a business is presented with a range of
alternatives and must select the best or most strategic solution.

Making judgements using effectiveness does require consideration
of how a business’s ‘small wins’ contribute to the ‘big picture’ or vision
for the business. For example, a small business that donates equipment,
prizes or services to a local community event may see an increase in its customer base and sales following the
event, due to the favourable exposure it has gained.
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As all business practices can be evaluated using eftectiveness as the criterion, businesses must ensure
they set SMART objectives so that judgements are informed and can be justified with evidence. SMART
objectives are covered in Chapter 3.

Efficiency

“To what degree has the business optimised its use of resources and application of processes in achieving goals
and/or objectives?” (Business 2025 General Senior Syllabus © Queensland Curriculum & Assessment Authority.)
Efficiency is the business’s ability to perform in the best possible manner with the minimum use of time and
effort. It is often referred to as ‘doing the thing right’ (Figure 1.9).
Efficiency therefore requires a precise and comprehensive
investigation into a business’s processes — the way in which it operates.
Efficiency can be used to judge the length of time used to complete a Efficiency — -
task, the speed in which processes are completed, the rate of output, the
reduction of negative environmental impacts, the quantity of resources Efficiency
used and frugal spending to reduce costs.

Stakeholder satisfaction

“To what degree has the business considered and managed stakeholder expectations in achieving goals and/or
objectives?” (Business 2025 General Senior Syllabus © Queensland Curriculum & Assessment Authority.)

The process of achieving stakeholder satisfaction is to understand the stakeholders, manage the stakeholders
and measure success (Figure 1.10).

A range of stakeholders can be considered when using this criterion, and a key understanding of their
motives is essential. For example, customers generally expect high-quality goods and services provided at a
reasonable price. Employees want job security, input into decision-making and training support. Suppliers want
contract commitments, fair negotiations and exclusivity of service. Management wants the business’s goals to
be met and the vision of the business to become more of a reality each day. Other stakeholders will have their
own motives and may be considered depending on the situation being evaluated. Keeping stakeholders satisfied
has become a significant measure of success for a business, most notably becoming a priority when social
media allows stakeholders to interrupt a business’s dialogue. For example, a business may run a new advertising
campaign that unintentionally oftends a community group. This group then shares its frustration on social media
platforms and the business must respond quickly and appropriately to resolve the situation.

‘When using stakeholder
satisfaction as a criterion for evaluating,
it is important to note that not all /—\
stakeholder views are weighted

Manage the
stakeholders

equally, and a business must align its
stakeholder satisfaction strategies with

e Evaluate results
e Take action where

o |dentify all
stakeholders

; ; * Monitor

its overall business goals. . sctglliﬁtofdl(lers' ctakeholders necessary
. . . . needs e Consult with

Business criteria with stakeholders

Measure

a specific focus
success

To support the use of business

criteria when evaluating, it is

reasonable to expect that the criteria

may need to be contextualised to a Stakeholder satisfaction
specific focus area. This is to ensure

the evaluation is relevant to the

business situation. Table 1.2 provides a list of focus areas and sample questions that can assist in fine-tuning an
evaluation. The sample questions are general and, if used, should be aligned to at least one of the business criteria:
competitiveness, effectiveness, efficiency and stakeholder satisfaction.
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IELIEN YA Focus areas and sample questions to assist with an evaluation

Focus Questions to consider

Accountability | To what extent has the business met its obligations? How responsible is the business or how responsible
should it be?

Capacity To what extent can the business successfully manage or implement the strategy?
How is the business able to cater to demand?

Compliance How has the business met its legal obligations?

Cost What is the impact of finance on the business'’s strategy or decision?

Diversity To what extent has the business engaged or provided opportunities for its staff, upon considering their wide-
ranging backgrounds?

Engagement To what extent has the business persuaded, satisfied or supported its intended audience?

Ethics To what extent has the business ensured its actions are legal and morally sound, and considered the outcomes on
others?

Labour What impact do staff (or people as a resource) have on the business strategy or decision?

Needs To what extent does the business’s decision align with its goals and objectives?

Productivity Can the business’s processes improve as a result of its strategies or decisions?

Profitability What impact will the business’s decision or strategy have on its ability to improve financial performance?

Quality To what extent will quality be enhanced or compromised?

Reputation What is the potential that the business’s strategy or decisions will improve or hinder current perceptions of the
business?

Risk To what extent does the level of exposure have an impact on the business strategy or decision?

Sustainability | To what extent do the business’s strategies or decisions support the long-term achievement of goals?
How has the business considered environmental impacts in its decision-making?

Time How long will it take to enact the business strategy or decision, and what are the potential consequences of this?

QUESTIONS 1.2

1 Explain the purpose of evaluating business situations.
2 Create a table to describe the characteristics of the four business criteria.

Business criterion Characteristics

Competitiveness
Effectiveness
Efficiency

Stakeholder satisfaction

3 Create sentence responses to compare the following business criteria:
a effectiveness and efficiency
b competitiveness and effectiveness
c efficiency and stakeholder satisfaction.
4 Discuss how using a specific focus area may assist in evaluating using the four business criteria.
5 Select information from a local business and use the four business criteria to propose eight inquiry questions the
business could use to evaluate its performance.

Using inquiry-based learning in Business
Key learnings

You will learn about Business essentials by examining:
* inquiry-based learning

e approaches to inquiry

* how to plan the inquiry process

* how to write an inquiry question.
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In Business, inquiry-based learning provides you, the student, with the opportunity to investigate and explore
business situations, strategies and issues that interest you or enhance your learning. You will be asked to use
inquiry-based learning throughout this text and be provided with background information and direction to
complete this effectively.

The relevance of inquiry-based learning can be linked to the research and decision-making undertaken

by businesses, as many owners and managers will frequently use elements of the inquiry process to inform

their strategic planning, across all stages of the life cycle. For example, they may choose to investigate

effective promotional strategies, the consequences of giving a staff member a promotion, extending the breadth
and depth of a product line or relocating manufacturing overseas. The use of inquiry-based learning can provide
businesses with thoroughly researched outcomes, further allowing them to make positive business decisions.

Learning approaches to inquiry

There are three learning approaches to inquiry that are used to develop your ability to complete the inquiry
process. These approaches — structured, guided and open inquiry — are explained in Figure 1.11.

Structured inquiry Guided inquiry Open inquiry
Your teacher will organise Your teacher will provide Your teacher will instruct
the inquiry process by you with an initial inquiry you to independently
providing questions, question and then support undertake the inquiry
sources and class you as you develop your process in its entirety.
activities to assist you. own inquiry process.

SELIENENE Three learning approaches to inquiry

Planning the inquiry process

The inquiry process, be it structured, guided or open, requires you to plan your investigation. There are five steps

to the inquiry process that can assist you in your planning:

Step 1 — Form an approach to the task.

Step 2 — Find and gather research from a range of authentic sources.

Step 3 — Analyse and interpret research.
Step 4 — Evaluate and justify findings.

Step 5 — Reflect on the inquiry process and its impact on learning.
Figure 1.12 provides a list of questions that support the planning of an inquiry process.

Inquiry-based learning: a framework that informs how
an investigation can be completed through conducting
research, analysis of information, evaluation of outcomes
and a reflection on the process

Inquiry process: the steps to follow in order when engaging
in inquiry-based learning

Structured inquiry: an approach where the teacher provides
students with inquiry questions, sources and class activities
to conduct the investigation

9780170481076

Guided inquiry: an approach where the teacher provides
students with an initial inquiry question and supports the
student in developing further inquiry questions, researching
and completing the investigation

Open inquiry: an approach where the student completes the
inquiry process independently



14 BUSINESS FORQCE — UNITS1& 2

Step 1: Form an
approach to the
task

Step 2: Find and
gather research
from a range of
authentic sources

Step 3: Analyse
and interpret
research

Step 4: Evaluate
and
justify findings

Step 5: Reflect on
the inquiry

process and its
impact on
learning

¢ What business situation or issue am | investigating?

e What position will | take? Do | agree/disagree? Am | going to be positive/negative?
Am | going to prove/disprove an issue?

e What goal will | set for this investigation?

e Will | work on this independently?

e |f | work in a team, what does each team member need to contribute?

e What outcome am | seeking?

e Should | develop a hypothesis?

¢ What business criteria will | use to evaluate the business situation or issue?

¢ What research do | need to gather?

® Where will | find this data and information?

e How will | ensure the research is credible, reliable and valid?

e How do | feel about the information | gathered?

e What impact does my research have on my position?

* What alternative research should | gather to strengthen my work?
e How will | cite the research | have gathered?

¢ Have | considered a range of stakeholder views?

¢ What trends and relationships have | found in the information | have gathered?

» What advantages/disadvantages, benefits/risks, similarities/differences can | identify?

¢ Which analytical tools could be useful - SWOT, STEEPLE, USP, Power interest grid?

¢ What conclusions can | draw about my findings? Are there implications or
consequences | have identified?

e How can | align my findings with business concepts and strategies?

¢ Can | evaluate the business situation or issue using the research | gathered?
¢ What judgement/decision have | come to, based on the business criteria used?
* How can | prioritise my reasons for this judgement/decision?

* What evidence should | use to validate my judgement/decision?

¢ Should | make a recommendation for change?

e What research do | need to do to justify my evaluation and recommendations?

FLENEP] Questions to guide the inquiry process
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How to construct inquiry questions

When investigating a business situation or

issue, it is important that the inquiry questions Begin with an open-ended question:
you develop are effective and encourage «Who. ? e Where..?

you to think, as opposed to recalling or o What..? e How...?

summarising information. This can be o When..? e Why...?

achieved by adding elements to a question so
that it is broad enough to gather research, but
also encourages an in-depth response. This
will ensure you can learn the complexities
that underpin a business situation or issue. An
effective inquiry question should:

*  Dbegin with an open-ended question

¢ involve a stakeholder ‘

e refer to an action

Refer to an action:

. id«f-tntify the outcome to be investigated « Build « Develop « Respond
(Figure 1.13). e Challenge e Enhance e Select
Using Figure 1.13 as a guide, effective e Decide * Propose o Withdraw

inquiry questions could include: * Create

e Why did the business owner choose to
launch in December?

*  How did competitors respond to the
business’s new location?

e What is the role of a top-level manager in
building business productivity?

¢ When should the business owner choose to
meet with the bank to secure a loan? Elements to construct an effective inquiry question

QUESTIONS 1.3

1
2
8
4

Explain the purpose of the inquiry process.

Compare the structured, guided and open approaches to inquiry.

Create a paragraph to explain the five steps of the inquiry process.

Propose three questions about Business you are keen to learn about and potentially investigate, using the
elements of an inquiry question.

[
Hypothesis: a predicted answer that requires research to Cite: to reference a primary and secondary source in a body .

establish its truth or otherwise of text by acknowledging the author and year of publication
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CREATING BUSINESS
RESPONSES

What you will learn

The Business General Senior Syllabus combines both internal and external assessment to examine your
performance over the two-year course. This chapter will examine the types of assessment items included in the
Business course.

This chapter will provide you with the opportunity to:

describe business situations and environments

explain business concepts and strategies

analyse and interpret business situations

evaluate business strategies

create responses that communicate meaning to suit audience, context and purpose.

Business 2024 General Senior Syllabus © State of Queensland (QCAA) 2024, licensed under CC BY 4.0

Business
assessment

® Sentences or paragraphs
¢ Extended response




Examination - combination response
Short response

A short response is a question requiring sentences or paragraphs that demonstrate recall, description or
explanation of key concepts and knowledge. In Business, these short responses relate to business facts, concepts
or strategies learnt throughout the course (Figure 2.1). They may include stimulus items.

FELIgE4l Short responses are an opportunity to demonstrate the depth
of your knowledge and understanding of key business concepts.

Understanding short responses

A common error in exams is not responding directly to the question asked or not answering all components of a
question. In order to determine the level of understanding you have on a topic, a short response will often have
multiple layers or facets to the question.To structure a concise and articulate answer, it is important to ensure you
clearly understand the question asked and what information you should be recalling, describing and explaining.

One way to approach this is by carefully reading and paraphrasing questions into your own words to ensure
you have clearly understood the question and are able to address it properly. This means to either reword the
question into a different question or break it into a number of smaller questions that will ensure the original
question is answered (Table 2.1).

IELIEAE Paraphrasing questions can help ensure you fully understand the question and answer all elements to show
depth in your knowledge.

Original question Paraphrased question

1 Explain the legal ownership structures of business. = What are the different types of ownership for a business? Examples?

2 Explain the difference between the development What is the employment cycle?
and maintenance stages of the employment cycle. What happens in the development stage?

What happens in the maintenance stage?

How are these two stages different from each other? Why?

Another approach is to carefully read the question, underline key words and verbs and brainstorm the
content that applies to key concepts before beginning to structure a response (Figure 2.2). Using the allocated
planning time to do this before beginning to write responses is a strategy that can help ensure you don’t repeat
the same information for multiple questions or overlook key concepts.

Private sector - sole trader, Public sector - including
partnership, GOCs and PSAs
private and public

Flllgavavd Underlining keywords and brainstorming content before
formulating responses can help you to refine and formulate answers.
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Writing short responses

Generally, a short response is a series of sentences or paragraphs. This means that your answers to short
items need to be concise, clearly structured and ensure only relevant material is included. However, short
responses can also be communicated through formal business formats of communication, including emails
and business letters.

Writing for a business audience can be quite different from other styles of writing and responses. Business
communication strives to be clear and succinct, rather than evocative or creative, and all business responses must
ensure specificity and accuracy. Writing to a business standard means that documents or responses are considered
publishable and do not contain any errors. Also, because time is money, when creating business documents, you
must assume that your audience has limited time and needs the communication to be concise, straight to the
point and easy to action.

Paragraph responses

A paragraph is a series of organised sentences on

one topic or idea. While there are different ways of _ e Point: Outline the main business
structuring and organising paragraphs for different Point concept or strategy in the topic
genres of formal writing, when structuring a short sentence. _ _ _

. . . e Evidence: Provide evidence in
response in Business, the paragraph must provide a the form of business definitions
full and complete answer with supporting material. Evidence examples, quotations or the use
This means the paragraphs are descriptions or of statistics.

e Explanation: Explain the

. relevance of the business
the difference between two or more concepts or concept or strategy in relation to

. . . Explanati
the interrelationships between them. To structure xpranation
a paragraph for a short response, using the PEEL

illustrations that explain concepts and strategies,

the question context.
e Link: Provide a link back to the
main concept or strategy and

structure is most effective (Figure 2.3). the context of the question to
The use of transition words is an effective way Link summarise and conclude your
to link concepts and ideas and ensure you move answer.

coherently from one concept to the next within
your paragraph. Transition words (Table 2.2) also
help to ensure you stay on topic and provide
supporting evidence of your knowledge.

G The PEEL format for paragraphs is effective
when creating short responses.

IELLE727A  Examples of transition words and phrases

e Because e No doubt

e In addition e Of course

e |In contrast e Onthe other hand
e Next e Naturally

e Afterwards e Also

e Accordingly o After

e Aswellas e Before

e Asaresult e First, Second ...

e Consequently e Overall

e Furthermore e Considering
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Slack: Business communication moves from email to instant messaging

Slack is a messaging app designed to increase workflow
and minimise meeting time and email traffic. With
one platform for real-time messaging, file sharing,
archiving and search, it's built for modern teams to
have all their communication in one online location,
instantly searchable, and immediately accessible from

A survey of Slack users says they saw an average
48.6 per cent reduction in emails, with nearly 80 per cent
of those surveyed saying it improved transparency and
office culture. It has also dropped the number meetings
by 24 per cent, while increasing overall productivity by
32.4 per cent, the survey said.

any connected device. It works with more than 1500
external apps and services, giving one fully flexible and
extendable platform.

With more than 10 million daily active users (roughly
5000 new active users added each day) and more than
3 million paid users, Slack is heading towards reaching
its objective of replacing internal emails in business.

Sling & Stone

Interpreting stimulus

Interpreting stimulus requires you to use knowledge and understanding of a topic to interpret information
within a text. This can include recognising trends and drawing conclusions from the information given. It may
also require you to identify or draw meaning from information presented in various forms, such as words,
symbols, pictures or graphs.

The process of interpreting requires a range of cognitive processes, as shown in Figure 2.4.

Recognise Draw meaning
Identify key relationships to make
features from —» and —  conclusions
the stimulus trends in from the given
the stimulus stimulus

BllEa The process of interpreting

The interpretation of stimulus will often identify the cause of a problem or issue that is relevant to the topic
or business. It can also provide a likely effect or outcome.

For example, the decline in sales and profits (the cause) has led to the termination of some employees (the
effect) in the business. This is an example of a cause-effect relationship in a business situation. The problem
or issue has been identified and the likely effect is evident. There are also times when the stimulus may not
highlight the cause or eftect, and requires you to apply your knowledge of business to draw interpretations
from the information provided.

Types of interpretive stimulus

In business, a wide variety of material may be used to interpret meaning. This could include:
» graphs, which could include additional stimuli such as:

— competition analysis using a website, social media

— statistical tables

— comparative statements
e case studies, which could include:

— interviews, surveys, questionnaires

— business documents such as emails, memos, letters, reports

— customer reviews, blogs

— newspaper articles.
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How to interpret graphs

A graph can be used in business to tell a story. It is a way of presenting numerically based data that condenses
the information and presents it in a more easily readable format. Graphs allow people to interpret trends in the
information and make predictions about what they might see in future data.

Parts of a graph

Graphs contain several different parts that are important to the data included. The graph title will provide
information about what the graph contains. In business it may include a date that is relevant to the time period
of the data. In addition, most graphs will have an x-axis and a y-axis, and some include a legend. This data will
provide further explanation and can help to interpret results.

Types of graphs

The main types of graphs used in a business are column, line and pie graphs. The column graph is used to show
sets of data that are independent of each other. For example, in Figure 2.5, the column graph shows the number
of ticket sales for one month at a specific cinema. From the graph, it is clear to see that the largest number of
tickets sold was on Saturday and the smallest on Monday.

Gold-class ticket sales for March 2024

South Bank cinema
600

500

400

300

200

100 I
o N .

Monday  Tuesday Wednesday Thursday  Friday  Saturday  Sunday
Days of week

Fllga7at)] Example of a column graph

Total sales $

A line graph is a graphical representation of
information over a period of time. It is used to
show a succession from one point to another using 100
a line. This type of graph is best used to show
information that is continuous in nature. Within a
line graph there are points that connect the data to
show continuation and change. Figure 2.6 shows
a product trend over a six-month period for three
types of products sold.
‘When interpreting this graph, the following
questions could be considered:
*  Which product showed the greatest sales over
the six-month period?
*  Which product showed a drop in sales over
the six-month period?
*  What is the likely outcome for desktop
computers in this business?
*  What product should the business focus on Example of a line graph

selling?

Product trends by month

—m— Desktops
—— Laptops

—¥— Tablets

Product sales $000

Jan Feb Mar Apr May  Jun
Six-month period
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The last type of graph commonly used to represent data in a

business is a pie graph. A pie graph shows parts of a whole picture.

Sales by salesperson
for the year ended 30 June

It quickly shows the proportion of a whole in a simple and easy

way. It is also clear to see the impact of a pie graph by examining 6%

the size or proportion of each piece of the pie. For example,
Figure 2.7 clearly shows that the salesperson who has made the

most sales is Rick Peterson.

Guide to writing a response using a graph

12% Prue Davidson
Will Western
45% = Steve Falcon
Sue Hattie
22% Rick Peterson

Sentence starters to introduce a graph could include:

e This graph shows ...

e The graph represents ...

* The graph breaks down ...
* This graph depicts ...

SV Example of a pie graph

When interpreting a graph, the vocabulary in Table 2.3 may be useful to know.

IELIE2E] Interpretation of a graph

Interpretation of graph Vocabulary

Upwards
Downwards
No change

Change in direction

increase, rise, growth, improvement, expansion, surge, progress
decrease, decline, drop, slump, falling, reducing, weakening
remain stable, constant, steady, stabilise

fluctuate, alter, instability, variation, uncertainty

How to interpret a business case study

A business case study is a summary of a real-life business situation. It can be useful to illustrate a particular
business concept, application of a theory and a business process. A business case study can be used to analyse an
issue from a variety of perspectives and apply critical thinking and problem-solving skills.

Guide to writing a response

There are several steps to interpreting and writing a response to a case study (Table 2.4).

IELIEAA Guide to writing a response to a case study

Step1 | Read the case study carefully

Step 2 | Identify the issues in the case
study

Step3 | Link the issues to business

Step4  Interpret relationships and trends

Step5  Plan your response

Step 6 @ Write the response

9780170481076

Read the task first - what you are required to do
Read the case study

Highlight the main points of the case study

Read the task again

Link the information in the case study to the task

Identify any issues in the case study

The following questions may help to do this:

- What is the main issue in the case study?

- What actions were taken in the situation?

- Were these actions appropriate and why?

- What were the consequences of these actions?

Use your knowledge of concepts and strategies to link the issues in the case study

Recognise business relationships and trends in the case study
Relate the implications to the effects on the business
Draw conclusions about these implications

Re-read the task and plan a response

Write a response conforming with the word limit
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Business report
What is a business report?

A report is an extended response that is structured in a clear and succinct manner. A business report is a
formal document that can be used to help resolve problems or issues, investigate options and make decisions
or recommendations for action. Reports are professional in presentation, are commonly structured into
sections with the use of headings and subheadings, and may include tables, graphs and other relevant visual
representations.

Why do we write reports?

Learning to write reports is an essential workplace skill in many fields including business, science and
information technology. Gaining skills in report writing will help with your school studies, writing at university
and in your future work life, where reports are a common communication tool.

How is a report different from an essay?

There are differences between a report and an essay (Table 2.5).

1ELIE0E Differences between reports and essays

Reports are the presentation and analysis of findings from Essays begin with a question and seek to answer it based
research. They begin with an aim (to investigate or solve a on research into existing theories and through the student’s
problem) and will usually make recommendations. evaluation.

Purpose: to investigate, present and analyse information. Used = Purpose: to articulate a well-argued response. Typically, does

to draw a conclusion or make a recommendation. not propose recommendations.

Structure: specific sections, using headings and subheadings. Structure: a continuous flow of text, using paragraphs to
Can include graphs, tables and other visual representations. develop ideas. Rarely includes graphs or other images.
Appendices may follow to support findings. Appendices are generally not used.

What characterises an investigation report?

An investigation involves researching a specific problem, issue, question or hypothesis related to a business at a
specific stage in its business life cycle. This requires research, analysis and interpretation of data and information
using the inquiry process. An investigation report will evaluate strategies suitable to the business context, using
business criteria, to make decisions and propose a recommendation that resolves the problem or issue.

How do | write a report?

Firstly, you must identify the focus of the investigation — the problem statement, which is the central question or
hypothesis you are investigating. You should then draft some research questions or aims for the investigation as
this will help focus your research process.

Your problem statement (or issue/hypothesis) must align to the business situation. For summative internal
assessment 2 (IA2), this means the investigation must relate to Unit 3, Topic 2, focusing on strategic development
for an authentic (real) business in the maturity stage of the business life cycle.

Note: ensure you confirm your problem statement with your teacher before progressing.

View the video from the University of New South Wales, ‘A video overview of report writing’.

Steps in conducting an investigation and writing a business report

The QCAA says that to investigate is to ‘carry out an examination or formal inquiry in order to establish or
obtain facts and reach new conclusions; search, inquire into, interpret and draw conclusions about data and
information’ (Figure 2.8).

9780170481076



CHAPTER 2 — CREATING BUSINESS RESPONSES 23

Proofreading

Use 'CUPS’ as a proofreading process (see the following section for more information).

¢ Have a fresh set of eyes look at your work - it can be difficult to detect our own errors.

¢ Consider reading out loud when proofreading for punctuation errors and misplaced
words or sentences that don't make sense.

3

FLlNEat) Steps in conducting an investigation
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Proofreading and CUPS

‘CUPS’ is an acronym for a proofreading process (Figure 2.9). It will help you check for errors in the
conventions of writing and reduce the likelihood of errors in spelling, grammar and punctuation, which aligns
with assessment objective 6. It will also help you write in a cohesive manner, addressing what was intended
and removing sections that are not directly relevant to the task.

Understanding (and usage)

Capitalisation Does it make sense? Have
you used correct forms of
grammar?
CUPS
Spelling Punctuation

Syl CUPS is an acronym for a proofreading
process.

What are the features of a business report?

A business report will have a concise and logical sequencing and development of ideas. This means the response
must be arranged in a particular order, typically using headings. A sample of headings is listed here; however, note
that you must always follow the requirements of the task and respond to teacher feedback.

* Title page — include the report title (this states the purpose of the report), your name and the name of the
person receiving the report, and the date of submission.

o Table of contents — lists the main sections (headings) of the report, including subheadings, and page numbers.

* Introduction — this identifies the purpose of the report, necessary background information (without restating
the task), the nature of the problem (or issue/hypothesis) and the issues to be addressed (the scope).

*  Body of the report — this contains the substance of your report and should be organised with headings and
subheadings, within which paragraphs should be used. Format considerations include the following:

— Main headings should indicate equal level of importance (e.g. 1.0, 2.0).

— All subheadings should relate to a section heading and should also be numbered (e.g. 1.1, 1.2).

— When using graphs, tables and visual representations, check for suitability, use titles or captions and
reference sources.

*  Conclusion — summarise the key findings from the body of the report and relate them to the problem or issues
defined as the focus of the investigation.You should not introduce new points in the conclusion.

*  Recommendations — make decisions and propose changes to the application of business strategies, based on
business criteria. Recommendations should be specific and well organised, with the most important first.
They should relate to the conclusion of the report.

*  Reference list — identify the sources used within the report and cited using in-text referencing.

»  Appendices — placed at the end of a report, if required. These contain supplementary information not used in
the body of the report. These are arranged in the order referred to in the report and listed as Appendix A, B,
C, etc. in the table of contents. An appendix is optional as it only contains supplementary material.

9780170481076



CHAPTER 2 — CREATING BUSINESS RESPONSES 25

What is a feasibility report?

Like a business report, a feasibility report is

a structured extended piece of writing but it
has a very specific and contextualised purpose.
A feasibility report is a formal document

that can be used to analyse two or more
potential solutions to a problem or issue and
determine which solution should be further
investigated or implemented. It is used by
businesses when top-level management want
to address a business problem or issue and

are given the research and evidence to make
an informed decision, considering restraints
on the business, and its current situation. It is
generally compiled by staft of the business, or

is a task outsourced to a consulting firm. problems or issues.

What characterises a feasibility report?

Creating a feasibility report in Business requires
you to respond to a business situation at a
specific stage of the life cycle. Stimulus will

be provided to you to analyse, interpret and
evaluate, though some additional research may
be used to assist you in enhancing the validity
and credibility of your report. Using the inquiry
process is fundamental to ensure all elements of
the feasibility report are addressed (Figure 2.12).
A key feature of feasibility reports is that two or
more solutions or strategies are presented and
compared to inform future decision-making by
the business.

For summative internal assessment 3
(IA3), the context and requirements for the
feasibility report are defined. In IA3, you
are tasked with investigating a business at
the post-maturity stage of the life cycle and
its opportunity to reposition, based on the
subject matter of Unit 4, Topic 1.

. Analyse the
Explain . L
business concepts business situation
Describe the P using

and strategies

business’s —> — an analytical tool; ——»

situation rerzljﬂggi? ) follow this with
postt 9 an interpretation
business

of your findings

SN A feasibility report has five key components that must be addressed.
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FEIEANER A feasibility report should propose
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FlElgaall A feasibility report considers a business's current
situation and evaluates a range of solutions to address business

Make a decision
and propose a
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How to write a feasibility report

For IA3, you must first identify what the focus of your report will be. This involves generating a problem
statement, a central inquiry question and a hypothesis. This problem must relate to the stimulus — looking at the
repositioning strategies that could be used by a business facing the post-maturity stage of the business life cycle.
Once you have confirmed your approach with your teacher, you should then follow the same framework used

for the business report (see the previous section).

The following report requirements also apply to a feasibility report:

e title page — addressed to the business directors
o table of contents
o introduction

* body of the report — including description, explanation, analysis, interpretation and evaluation requirements of
the feasibility study. It is acceptable to include data, tables, graphs, analytical tools, diagrams, illustrations and

photographs throughout the body of the feasibility report
e conclusion
o recommendations
o reference list
o appendices.

Refer to the earlier business report section for a detailed explanation of each of these elements.

Formatting tips when preparing a feasibility report

In the creation of your feasibility report, it is important that you present your response professionally. This can

be achieved through following a style guide, which is a policy and procedure document that dictates formatting
requirements for business documentation. Your school or Business teacher may provide you with a style guide to
follow. Figure 2.13 provides some general rules to follow to ensure high-quality formatting.

Font style, size
and spacing should
be consistent and
professional

Ensure images and
figures include
captions

Colours for title
page, headings and
diagrams should be
consistent

H

=

4

If a business
logo is used, it
must be
presented using a
proper size and
placement

A footer should
be used first, with
overflow then
placed in the
header

SR General rules to follow when formatting a report

In-text referencing
should be used to
cite all research in

the report

Werite in third
person

OooO

gy

Recommendations
can be listed using
bullet points
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Weblink:

e Overview of report writing (p.22) @

1) To access resources above, visit

:l e N el.SO n M I ndTap cengage.com.au/nelsonmindtap
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FUNDAMENTALS
OF BUSINESS

What you will learn

In everything we do, we interact with a business, either intentionally or not. Whether it is using a mobile phone,
watching television, cooking a meal or pulling on a pair of jeans, a business has been involved in some way.
To have an understanding of the fundamentals of business is powerful.

This chapter will investigate the fundamental concepts and strategies in a business world. Through
understanding business goals and strategies, environmental factors, leadership and management and business
practices, the fundamentals of business will be developed.

This chapter will provide you with the opportunity to:

describe business situations and environments relating to businesses in the various stages of the business life cycle

explain business concepts and strategies relating to the fundamentals of business

analyse and interpret business situations, business environments and the key business functions relating to the

fundamentals of business using a SWOT analytical tool

evaluate strategic planning to make decisions and propose recommendations

create responses that communicate meaning to suit audience, context and purpose.

Business 2024 General Senior Syllabus © State of Queensland (QCAA) 2024, licensed under CC BY 4.0

The analytical tool used in this chapter is a SWOT analysis.

e Finance

e Human resources
* Marketing

¢ Operations

Fundamentals
of business

¢ Vision statements

* Mission statements
® Goals

¢ Objectives

e Strategies

e Tactics




GAINING INSIGHT 3.1

CHAPTER 3 — FUNDAMENTALS OF BUSINESS

The world of business

FOCUS QUESTION: How does an idea become a business?

Active Truth is passionate about producing a high-quality
activewear range that is both functional and fashionable
for all women, regardless of their size, shape or stage
of life.

Active Truth was founded by two women who believed
in loving and looking after your body for the right
reasons - health, happiness, energy and enjoyment.
Stevie Angel and Nadia Tucker met as new mums and
quickly became friends over long walks pushing their
prams and on post-gym coffee dates (Figure 3.1).

Buying new activewear for their changed bodies was
a challenge, and after talking with other women they
recognised that many women, especially those larger
than size 16, were being underserved by the activewear
market because of lack of options and inferior products
that didn’t deliver on their promises.

After buying one too many pairs of expensive tights that
sagged, rolled down or, worse still, were see-through, the
duo set out to create a label that women could rely on for
high-quality, fashionable activewear, whatever their size,
shape or stage of life. They believed all women wanted
the same high-performance styles in beautiful prints, so
they developed a size-inclusive range (Australian sizes
8-26), including maternity styles, despite popular opinion
that only standard sizes were in demand.

Stevie Angel and Nadia Tucker have spent time
with women, discussing their needs when working
out and moving throughout the day, and assessing
what is required during and after pregnancy. From
these discussions they found the perfect balance of
functionality and style with the range of leggings and
tights available from Active Truth.

Many women find leggings restrictive and hot, and
know that they tend to lose their shape over time. Active
Truth created leggings that not only remedy these
problems, but are full of supportive, innovative features.
They are different from other activewear in that they
provide support, are breathable and allow greater
air circulation, which keeps the wearer cooler. The
superior compression fabric also draws moisture away
from the skin. They also created ‘'squat-proof’ leggings
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Nadia Tucker & Stevie Angel, Founders-Active Truth

LRI Stevie Angel and Nadia Tucker created
Active Truth, a label that women can depend on.

that do not become sheer as a result of bending or
moving. Additionally, all tights have a double-layer high
waistband that gives optimum core support and won't
budge during a workout.

Active Truth's signature high-waist tights have
quickly become a favourite for thousands of women
across Australia and have received rave reviews from
high-profile women including Mia Freedman, Zoé
Foster-Blake and Sophie Cachia. From design to fit to
fabric, the Active Truth range is made to wear well, wash
after wash, and will support you through any workout
and every day in comfort, confidence and style.

Questions

1 Identify and describe the stage in the business
life cycle where Active Truth would be best
placed.

2 What inspired Stevie Angel and
Nadia Tucker to start their business?

3 What factors influenced the >%
development of their product range? Lind
4 What challenges could this business
Weblink

encounter?
5 Explain why their product might be
successful in the market.

Active Truth

31
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The world of business

The world of business is a complex environment. First and foremost, a business exists to provide goods and
services to satisty consumers’ needs and wants. However, a business also exists with the intention to achieve

an outcome, and in most instances this outcome is a profit. In an ever-changing environment, this presents

a challenge for many business owners. A business needs to be competitive and sustainable in an innovation-
driven world. This means that a business needs to consider, and be responsive to, environmental changes such
as emerging technologies, globalisation and customer behaviour. A business and its owner need to be reactive
to changes in the marketplace and the world around it to be successful. Every business owner wants to create a
successful business and perhaps be the next Mark Zuckerberg. To achieve this, a business owner must understand
their customers, the environment they exist in and the fundamental aspects of the business. This chapter will
examine the fundamentals of a business, including:

* business structures

+ strategic planning

* business goals and objectives

* key business functions.

Business structures
What is a business?

A business is an economic activity that provides
a good or service to satisfy the needs and wants
of consumers. The aim of a business is to achieve
a common goal. A business often begins with an
idea such as fulfilling a customer need or providing
an innovative, unique new product. A plan is then
developed and financial resources are secured. The
idea is put into action to achieve the business goal.
This is illustrated in Figure 3.2.

An idea or an innovation is a starting point )

for a future business. It can be a simple invention - 0 -

to improve an existing product or service, or a ‘et

new idea to create a future trend or technology. .

Whatever it is, the success of the business will Business development

depend on having a competitive advantage.

QUESTIONS 31

1 Brainstorm and create a list of new business ideas. Share your ideas with another person.

2 Consider each of the business ideas in the table below by answering the following questions:
a ldentify the factors that could contribute to the business being successful.
b Indicate the aspects that make the business idea unique.
¢ Evaluate the business ideas to decide which is the best and explain why.

Business idea 1 Website rentals
This business idea is to provide the service of renting a website space for a specific period of time.
Instead of needing to create a new website, a business would rent an existing website.

Business idea 2 Shareable office space
Businesses can rent an office space, including staff and equipment, on a needs basis instead of investing
in their own office. This would be available as a temporary office space for a business.

Business idea 3 Medical sensor bands
This business idea is to produce a medical sensor band that predicts if the wearer will have a medical
condition in the near future that requires treatment. The medical sensor band would be worn every day.
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GAINING INSIGHT 3.2

Knobby Underwear

Rob Rand began his business Knobby Underwear
from an idea to create interesting and fun underwear
(Figure 3.3). Here is the story of his business. n
Knobby Underwear is a Sunshine Coast-based v

company that started with a unique business idea. o —
The business’'s founder, Rob Rand, has established a GONFPID//_QQS\@/QQE_
thriving business that delivers underwear to consumers LAY A
worldwide. He created an underwear club that sends

members a new pair of underwear each month for $25.

Each month, new underwear designs are created and
shipped to club members. The focus is on retaining
customers, who are offered free shipping and no

additional fees, and are allowed to cancel :
’ F| Vel Knobby Underwear
subscriptions at any time. The business 2 /

Z

5N

Knobby

| } . .
:‘: began in 2014 targeting males only, but .
in 2016 the business expanded to include Questions
] a range of underwear for females. 1 What makes this business idea unique?
Weblink . 3
Knobby For more information about the 2 ldentify the factors that could contribute to the
Underwear business, visit the Knobby Underwear business being successful.
website.

Key features of a business

The basic function of a business is to optimise its results. It usually transforms inputs into outputs, such as goods
and services, in exchange for money, to reach a desired outcome. Interestingly, business activities are not often
thought about, but every day, either directly or indirectly, we use goods and services provided by businesses. For
example, if you buy a takeaway coffee, there have been numerous businesses involved. Let’s break down what has
occurred (Table 3.1).

JELIERIE Business activity

Coffee shop Coffee

Coffee shop Employee to make and serve coffee
Supplier 1 Coffee beans

Supplier 2 Milk, sugar

Supplier 3 Packaging - coffee cups

Supplier 4 Coffee-making equipment

Service provider 1 Electricity

Service provider 2 Water

Government Food safety regulations
Government Business taxes

This table illustrates that in the simple process of buying a takeaway coffee there could have been numerous
businesses involved. Each of these businesses operates in a similar manner and has the same key features: they
provide a good and/or a service in exchange for money.

Goods and services

A business provides goods and services to consumers. Goods may include clothes, televisions, phones or
food. They are described as tangible products, which means they exist in a physical form. A business can also
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provide services such as medical services (doctor, nurse), financial services (bank, accountant) or trade services
(electrician, plumber). Services are activities or actions that are performed, and can be described as intangible or
invisible goods. Goods and services are provided to satisfy consumers’ needs and wants. A business is established
to offer these goods and services.

Exchange

A business is an economic activity that requires the exchange of goods or services for money. Exchange refers to
the transfer of something of value from one party to another. It usually involves two parties, the buyer and the
seller. The buyer is the person who obtains the good or service and the seller is the person who provides it. A
business transaction occurs when there is an exchange.

Outcome

The primary motive of most businesses is to achieve a positive outcome. This could be in the form of a profit.
A profit is the financial gain made by a business after expenses. Profits are essential for survival as well as for
growth and business expansion. To achieve a positive outcome, the business must act in an ethical manner and
satisfy the needs and wants of its customers.

QUESTIONS 3.2

Define what is meant by a ‘business’.

Identify the key features of a business.

Explain the purpose of a business.

Complete the following table to identify the business or businesses involved in providing goods and services.

N OODN =

Good or service Business or businesses involved in providing the good or service

Hamburger purchased from a takea<ns1:XMLFault xmlns:ns1="http://cxf.apache.org/bindings/xformat"><ns1:faultstring xmlns:ns1="http://cxf.apache.org/bindings/xformat">java.lang.OutOfMemoryError: Java heap space</ns1:faultstring></ns1:XMLFault>