
Year 10 Half Term 1 Business Unit 2.1.1 Business Growth

Glossary:
Internal: 
Within the 
company
External:
Outside of 
the 
company
Finance: 
How a 
company 
might 
finance 
growth
Profit: 
Revenue-
Total costs
Assets: 
Something 
owned by 
the 
company
Loan : a 
method of 
borrowing, 
usually 
from the 
bank,

Methods of Business Growth

. 

Sources of finance to grow a Business

Internal growth External growth

Internal growth occurs when a business
expands by itself, by bringing out new 
products or by entering new markets. It is 
also known as organic growth. Two 
common methods are:
• Introducing new products
• Entering new markets

External growth occurs when a business 
expands by joining with another business. 
It is also known as inorganic growth. Two 
common methods are:
• Mergers
• Takeovers 

Internal sources of Finance External sources of Finance

Internal sources of finance are found 
within the business and can include:
• Retained profit
• Selling assets
Profit is the amount of revenue left after 
costs have been deducted. This can be 
used to either pay dividends to 
shareholders or kept in the business to 
fund future business activities. The 
advantage of this is that there is no need 
to repay the finance and there are no 
interest charges. However the amount 
available may be limited and investors, for 
example shareholders may be frustrated 
by the lack of dividends.

External sources of finance are found 
outside the business, such as:
• Loan capital
• Share capital
Loan capital is finance borrowed from a 
financial institution such as a bank. The 
money has to be repaid over a specified 
period of time and with interest. Loan 
capital is often acquired for a specific 
purpose, such as in order to buy an asset 
in which case it can be secured against 
that asset. This reduces the risk being 
taken by the lender which makes it more 
likely to lend the business money. For 
example if a printing firm wanted to buy a 
new four colour printing press, it could 
secure the printing press against the loan. 
If the printing firm then stopped repaying 
the loan, the lender can take possession of 
the press and sell it to regain the loss.

Advantages of Internal 
Growth 
- More sustainable as 
slower 
- Less risk than external 
growth 
- Builds on a firm’s existing 

strengths 
Disadvantages of Internal 
Growth 
- Growth based on the 
growth of the market 
- Slow growth 
- Hard to increase market 
share if a market leader 

Disadvantages of External 
Growth 
- May be a clash of culture 
- May be stopped by the 
competition authorities 
- Increased costs in the short 
term 

Advantages of External 
Growth 
- Quicker than internal 
growth 
- May get rid of competition 
- Can get new ideas and new 
expertise 



Year 10 Half Term 1: Business Unit 2.1.1 Changes in aims and objectives

Glossary:
Internal: Within 
the company
External:
Outside of the 
company
Finance: How a 
company might 
finance growth
Profit: Revenue-
Total costs
Assets: 
Something 
owned by the 
company
Loan : a method 
of borrowing, 
usually from the 
bank,

Sources of Finance 
Selling Shares: Creating new shares that can be sold on the stock market 
Retained Profit: Profit kept within the business that is not paid out in dividends to the shareholders. This source of 
finance is the best if the business wants to expand. 
Bank Loan: This is an arrangement where the amount borrowed must be repaid over a clearly stated period, in 
regular instalments. The amount is paid back with interest. 
Selling Assets: Selling items that the business owns to raise funds. For example, selling property or machinery. 

Public Limited Company 
A company that sells its shares on the stock market 
This makes it much easier to raise finance but makes the business prone to 



Year 10 Business Topic 2: 2.1.2

Glossary:
Aims: Long 
term goals 
within a 
business

Objectives:
Short term 
goals used to 
help achieve 
the aims

Legislation: 
The laws set 
out a business 
needs to 
follow

Internal: Inside 
the company

Entrepreneur: 
Someone who 
comes up with 
a business 
idea/starts a 
business

Business Aims and Objectives 
Business aims are the broad targets than an entrepreneur has at the back of their mind 
Business objectives are clear, measurable targets of how to achieve business aims. (the stepping stones for how 
they are going to achieve them) 

Smart Aims and Objectives
SPECIFIC - Objectives should specify what they want to achieve. - i.e. one named person is responsible for 
delivering the objective 
M EASURABLE - You should be able to measure whether you are meeting the objectives or not. 
A CHIEVABLE - can the objectives be met? 
R EALISTIC - Can you realistically achieve the objectives with the resources you have? 
T IMED - When do you want to achieve the set objectives? i.e. within a given period e.g. 12 months 

Reasons for changes in Business Aims and Objectives

Influence Description

Changing market 
conditions 

Markets evolve over time. For example customers now want more luxury chocolate. As a result, 
Cadbury is now setting new objectives in relation to the luxury/higher prices segment of the UK 
chocolate market. 

Changing 
technology 

Due to advances in technology businesses have had to respond. For example Ted Baker’s sales 
accelerated dramatically after introducing ecommerce. They were then more ambitious in their 
sales targets. With the help of ecommerce Ted Baker grew their whole business by 17.7% in 
2016. 

Changing 
performance 

If costs start to rise, profits will be squeezed. This is linked to the performance of the business or 
it could be the industry as a whole. When this happens new objectives will need to be set to cut 
back costs to increase profits. A new manager will usually be appointed.

Changing 
legislation 

Changes in legislation influence aims and objectives. Or example after Britain voted to leave the 
EU there was great uncertainty about what changes would be made to EU laws. Some may be 
beneficial, others not. This makes setting new objectives very difficult. 

Internal reasons 
for change

Aims and objectives are influenced by a change at the top of the business. If a boss is pushed out 
and a new one is appointed there will be changes to aims and objectives. 



Year 10 2.1.3 Globalisation

Glossary:

Globalisation 
Globalisation is 
the tendency for 
economies to 
trade increasingly 
with each other, 
cre-ating
opportunities for 
international and 
multinational 
companies 

Trade blocs: 
Agreements 
between countries 
to impose lower 
tariffs/no tariffs.

Marketing Mix: 
How a company 
finds out what the 
customer wants

Impact of Globalisation on Businesses 
Imports: Globalisation allows businesses to be able to access wider markets, which increases the choice of 
suppliers. This allows businesses to find the cheapest supplier and lower their overall average costs 
Competition from overseas: Due to the increased ability to operate in multiple countries it is now easier to 
move into new markets. This makes sales easier but also is likely to increase competition which can make 
smaller firms struggle. 
Exports: Companies can now increase their number of sales by trying to sell their products over-seas, this can 
increase revenue for the business and help the government pay for the imports that are brought in. 
Changing business locations: Some countries are cheaper to operate in than the UK because they have less 
laws in place or more raw materials on offer. Globalisation allows businesses to open factories in multiple 
countries to take advantage of the cheapest places, this lowers costs and al-lows businesses to maximise 
profits 

Barriers to International Trade 
Tariffs: These are taxes imposed on imported goods, this increases the cost 
of the import which may be passed onto the consumer in the form of higher 
prices. 
Trade Blocs: This is an agreement between countries to trade freely with 
each other be-hind a tariff wall that discourages outsiders. This makes trade 
within the bloc cheaper and provides easier access to bigger markets whilst 
potentially reducing competition of non trade bloc countries. However it a 
company operates outside the trade bloc it is much more expensive to trade 
with all countries within the bloc 

How Businesses Compete 
Internationally 
Use of internet and 
ecommerce: Small 
businesses are able to use 
the internet to access a 
much wider range of 
customers without the 
added cost of setting up 
physical shops in these 
countries. This makes it 
possible for small businesses 
to achieve global success on 
the back of one trend or 
even a short term fad. For 
larger businesses, the 
internet can help to lower 
costs and allows the 
business to become more 
dynamic. 

Marketing Mix to Compete Internationally 
If a business is now operating in multiple countries it will need to adapt its 4 
Ps to accommodate. Product will need to be adapted to fit with the laws in 
different countries e.g. H+S. Pricing may be different in different countries to 
account for popularity. Promotion will change based on what the country 
uses most, e.g. TV advertisement is much bigger in the US. Place will change 
based on the development of the country, e.g. ecommerce is popular in the 
UK but will be less popular in Africa, so companies will need to adjust their 
distribution channels. 



2.1.4 Ethics , the environment and Business

Glossary:

Ethics 
Weighing up 
decisions or 
actions on the 
basis of 
morality, not 
personal gain

Profit:
Revenue –
Total costs 

Ethics and Profit 
A business may have to accept lower profits when behaving in a socially responsible way, however this may 
only be a short term issue as the positive publicity gained may increase reputation and customers which could 
increase profits in the long term. 
Although there may be a positive effect in the long run which may counteract any reductions in short run 
profits, in the short run there is likely to be a trade off between ethics and profit. It is up to the business to 
decide whether it would rather do what is right and lose profits or continue maximising profits and ignore 
ethics. 

Pressure Groups 
A pressure group is an organised group of people that seeks to influence 
government policy, legislation and business behaviour e.g. Greenpeace, 
Amnesty International or Searchlight. 
If a business behaves in a way that a pressure group disagrees with, the 
media may turn against the company. This could lead to consumers 
boycotting the business, damaging profits and up-setting shareholders. 

Pressure Groups and the Marketing 
Mix 
If a pressure group targets a 
particular business, the business has 
little alternative but to respond, this 
may involve changes to their 
marketing mix e.g. product. 
Examples may include the move-
ment away from real fur in clothing 
or the reduction in sweat shops due 
to pressure groups. 

Ethics and Ethical Considerations 
In business it is easy to confuse ethics with ethical considerations. Ethics 
is the real thing—acting to do what is morally right. Ethical 
considerations may mean no more than thinking about how to make 
money out of the appearance of being ethical. Proof that a decision is 
ethical comes when the business accepts a hit to its profits. 

Ethics and the Environment 
One particular aspect of ethics that is important in todays society is the 
environment. Due to the increase in pressure groups such as Greenpeace 
there is a strong need for businesses to consider their influence on the 
environment. As such many businesses are now changing their distributions 
channels to reduce their carbon footprint 

Sustainability 
All manufacturing requires resources. 
Plastics, paints and detergents are made 
from oil, steel requires iron ore and coal 
and paper is made from wood. Note the 
difference how-ever. Wood is 
sustainable, more trees can be planted 
whereas oil, iron and coal are very 
different, they take millions of years to be 
made and so are essentially irreplaceable. 
Sustainability: Whether or not a resource 
will inevitable run out in the future; a 
sustaina-ble resource will not. 



Year 10 2.2.1 Product

Glossary:
Economi
c 
manufact
ure: 
Making 
sure that 
the 
design 
allows 
the 
product 
to be 
made 
cost 
effectivel
y 
Function: 
The 
design 
must 
make 
sure that 
the 
product 
works 
well and 
works 
every 
time 
Aestheti

cs: How 
well does 
the 
product 
appeal to 
the 
senses? 

Design and the Design Mix 
The design mix uses a pyramid diagram to encourage manag-ers to decide on the main design 
priorities for a new product. 
Economic manufacture: Making sure that the design allows the product to be made cost 
effectively 
Function: The design must make sure that the product works well and works every time 
Aesthetics: How well does the product appeal to the senses? 

The Importance of 
Differentiating the 
Product/Service 
Product differentiation 
means making a product 
stand out from the 
competition. This can 
help the product become 
a market leader, may 
allow the business to 
charge higher prices or 
may en-courage a loyal 
customer base. 
The design of a product 
will play a crucial part in 
this process, either 
through the branding, 
the distinctive looks or 
making it appealing to 
wear, which increases 
brand awareness and 
ensures the product is 
different from its 
competitors. 

Product Life Cycle 
1. Introduction: After the product has been well researched, tested and prepared, it will be 
launched. Sales are low because it is an unknown product, distribution will be low because 
suppliers will not know if it will be successful, costs will be high due to advertising and 
production costs. If the product has a USP there is likely to be a high price. 
2. Growth: The product becomes more known in the market. Sales, distribution and profits 
are likely to be rising . Costs will still be high due to advertising still being needed and the 
price is likely to still be high. 
3. Maturity: the market has become more saturated with copycat products. Sales have 
reached a peak and are likely to flatten out, distribution will be wide as the product is more 
known and successful. Costs will be low as there will be less need for advertising and profits 
are likely to be high assuming the product is still popular compared to competitors 
4. Decline: the product is no longer popular, it is not offering what customers want anymore. 
Sales and profits are declining and suppliers are no longer wishing to display the product. 
Businesses need to make a choice about whether to try an extension strategy or to scrap the 
product all together. Costs will depend on the level of advertising and profits are likely to 
little to none. 

Extension Strategies 
Firms may try to prevent sales going into decline by using extension strategies, here are some 
examples of possible strategies: 

Find new uses for the product e.g. Lucozade 
Change the appearance, format or packaging e.g. Coca cola 
Encourage use of the product on more occasions e.g. cereal not just for dinner or ice cream in 

winder 
Adapt the product; make it new and improved e.g. iPhone 6S 



Year 10 2.2.2 Price

Glossary
Niche Market
Small market 
of customers, 
usually 
targeted just to 
one specific 
market

Mass market:

Large market, 
usually aimed 
at multiple 
different types 
of customers

Pricing Strategies 
Broadly there are two different types of pricing: 

Pricing low for high volume but low profit margins 
Pricing high for low volume but high profit margins 

The choice between these two will depend on a 
range of factors however the biggest influence will 
be branding. Strong brands are able to set their own 
prices, here as weaker ones have to follow the lead 
set by others 

Pricing Strategies at Different Stages of the Product Life Cycle 
Introduction 
Lots of businesses will choose a low price initially to encourage customers to try their product, especially if it 
is an unknown product or brand. If the product is popular the price will start to rise. However some 
businesses will start with a high price if they are looking to cre-ate an image of quality and expense rather 
than cheap. In addition products with good branding, especially technology will start expensive to ensure high 
profit margins from the keen before lowering the pricing for everyone else. 
Growth 
In the early stages most businesses will be looking to keep prices low to ensure sales continue to grow and 
increase prices once the growth is more established. 
Maturity 
When growth is at an end, new pricing decisions may be needed. If during growth prices were kept low to 
encourage sales there may be an incentive to raise prices to try and im-prove profit margins now that sales 
are no longer growing so fast. This may be important if new products are needed before the current product 
goes into decline, meaning investment. 
Decline 
During decline, profits will be falling, this means that firms need to make a decision about pricing. If an 
extension strategy is being planned such as adapting the product there may be a basis to increase the price. If 
there are loyal customers to the product but few new customers, the business may be able to increase prices 
assuming the loyal customers will still want the product. However some businesses may choose to put deals 
into place to encourage last ditch sales before it is taken off the market. 

How Technology Influences Pricing Strategies 
Due to the access of ecommerce there is more 
ability to shop around and try to get the best deal 
on products, which means that firms have more 
competition than just their local area and need to 
be more price competitive. 
On the other hand, ecommerce has also 
expanded the market making it easier to attract 
customers, this means that some businesses can 
charge more for their products because the 
demand is higher 



Year 10 2.2.3 Promotion

Glossary:

Advertising: 
How a 
company 
might 
promote 
their product.

Viral –
Something 
that is shared 
multiple 
times online

The Use of Technology in Promotion 
Targeted Advertising Online 
In 2015, UK spending on digital advertising far outstripped TV advertising. By 2017 more than half of all 
promotional spending in the UK was on digital advertising. Through the use of ‘cookies’ and other ways of 
capturing information advertisers today know much more about customers spend-ing habits than previously. 
As a result advertising can be much better targeted, reducing waste and ensuring that firms are reaching their 
customers. For mass market products such as Coca Cola, TV advertising can still be cost effective due to the 
large number of customers they have. Targeting a much smaller customer range means online advertising is 
much more cost effective. 
Viral Advertising via Social Media 
It is easy to see why great video advertisements can ‘go viral’, in other words get passed on from person to 
person via Tweets and other social media. However it is difficult to get a campaign to go viral and many 
businesses have tried and failed. This is something that can be difficult to rely on as a form of advertising. 
E-Newsletters 
If you buy a cinema ticket online, you are likely to end up receiving the cinema’s weekly news-letter. It will tell 
you about the major new films and offer discounts. From a companies point of view this form of advertising is 
virtually free. Some businesses will want to spend more on e-newsletters in order to make them more 
interactive however it is only the initial cost that is likely to increase. a

Promotional Strategy for Different Market Segments 
Advertising 
In the mass market the role of advertising is often to achieve name recognition and little more. For example 
Just Eat advertises widely on TV in order to foster trust with their cus-tomers and ensure that customers are 
willing to use them. All mass market businesses aim to achieve a level of brand awareness like Audi who are 
able to sell their products at a pre-mium because of their brand. In niche markets TV advertising is less 
appealing due to the cost. For example G-Star RAW aim their products at under 25s and have focused on 
digital advertising to improve street credibility. 
Sponsorship 
Sponsorship means paying to have your brand or company name attached to an activity that has credibility 
with your customers. Often this involves sport or music. For example Red Bull have sponsored extreme 
sports and Formula 1 giving it a risk taker image and help it compete with Monster and Relentless. This is an 
expensive form of promotion and so is unlikely to be used by niche market products. 



Year 10 2.2.4 Place

Glossary
Distribution: How 
ownership changes as a 
product goes from 
producer to consumer 
E-tailer: An electronic 
retailer; in other words 
purchasing electronically, 
either by e-commerce, or 
m-commerce 
Retailer: A shop, usually 
selling from a building in a 
high street or shopping 
centre 

Methods of Retail Distribution 
There are 3 main ways to get products from the 
producer to the consumer: 
The Traditional Channel: The producer sells in 
bulk to wholesalers, who sell in smaller quantities 
to small and independent retailers. Without 
wholesalers, small shops couldn’t exist as it would 
be too expensive for the producer to deliver to all 
the different shops. 
The Modern Channel: This is very important for 
the grocery sector. The producer delivers huge 
quantities directly to a supermarket’s distribution 
depot which sends the product to all local 
supermarkets. This can help the supplier get a 
higher profit because they are closer to the 
customer 
The Direct Channel: Buying directly from the 
producer, e.g. the original mail order services or 
more currently using e-commerce or m-
commerce. 

Methods of Retail Distribution 
There are 3 main ways to get products from the producer to the consumer: 
The Traditional Channel: The producer sells in bulk to wholesalers, who sell in smaller quantities to small and 
independent retailers. Without wholesalers, small shops couldn’t exist as it would be too expensive for the producer to 
deliver to all the different shops. 
The Modern Channel: This is very important for the grocery sector. The producer delivers huge quantities directly to a 
supermarket’s distribution depot which sends the product to all local su-permarkets. This can help the supplier get a 
higher profit because they are closer to the customer 
The Direct Channel: Buying directly from the producer, e.g. the original mail order services or more currently using e-
commerce or m-commerce. 

Gaining Retail Distribution 
First time entrepreneurs are often surprised to find that getting 
retail distribution is hard, and keeping it is harder. To gain 
distribution a company need to:

Show that its brand offers something different for customers 
Show strength in marketing 
Provide a high level of profit to the retailer 

To keep stock over a period of years the company will need to: 
Provide regular promotional support to keep sales moving 
Make sure sales continue to grow by advertising 

E-tail Distribution or Ecommerce 
There are two main types of e-commerce 

Direct sales from producer to consumer such as buying a MacBook computer direct online from 
Apple 

Sales through an e-tailer such as ASOS 

Direct sales are great for the producer, who received the full retail price instead of having to make 
do with the wholesale price. E-tailers are more important today though. Their shops display 
products online and have efficient systems to make it easy to purchase, deliv-er and return 
products. Because the e-tailer is saving the cost of a physical shop they choose to live with the 
higher number of returns than a physical shop would get. 



Year 9 Half Term 6: Business Unit 1

Glossar
y:
Budget 
– A 
ceiling 
on the 
amount 
of 
money 
a 
compa
ny can 
spend
Inform 
decisio
n : 
evidenc
e that 
you can 
you to 
produc
e a 
better 
decisio
n

How each Element of the Marketing 
Mix can Influence other Elements 
The key to the marketing mix is that it 
should all fit together in a way that 
works for the target market. E.g. all 
aspects must be improving the brand 
image and ensuring the customer is 
getting the right message. 

How The Marketing Mix Informs Business Decisions 
A successful business understands its customers and therefore knows what 
products or services they want and how best to communicate with them. Using 
all 4 Ps can help the business under-stand its demand and how predict trends of 
demand for the future, this can help the business make decisions on expansion 
especially after a successful launch phase. 
Other ways the marketing mix can inform a business decision: 

Having a firm understanding on how price changes will affect demand 
Understanding how strong a brand image which can inform decisions about 

marketing new products 
Understanding how customers receive their products and using this to focus 

marketing on distribution channels that are most successful. 

How The Marketing Mix can be used to Implement Business Decisions 
Once a decision has been made, it is time to put it into practice. That’s where 
decisions on the marketing mix come into play. 
What is needed is a 3 step process: 
1. Identify the decision objectives 
2. Agree how the 4Ps are to be used to achieve those objectives. Often this 
will re-quire more money; in other words, the business may have to provide 
a bigger budget for marketing. 
3. Carry out the plan; in other words, make the required changes to the 
product, price promotion and place. 

Once the plan is in action, well-run companies analyse their sales figures to 
check whether it is working well and then adjust accordingly. 

Drawing the Right Conclusions 
Good business decisions can take 
several years to show their merits. 
That is fine as long as the business has 
long term objectives. But whether the 
decision making is long term or short 
term, it is only likely to come good if 
the business truly understands its 
custom-ers. That is where the 
marketing mix comes in—especially 
market research and the mar-keting
mix. 



Year 10 2.3.1 Business Operations

Glossary:
Flow  
Continuous 
output of 
identical 
products –
usually done 
through 
machines

Job – One off 
product , 
usually quite 
expensive 
and made by 
hand

Batch 
production: 
limited 
number of 
the same 
product 
created 

The Purpose of Business Operations 
Operations is the name given to the section of the business that provides the customer with the goods or 
services he or she has ordered. 
When the product is produced in a factory, every part of the factory is part of ‘operations’, so too is the delivery 
process. 
Services such as window cleaning also require operations—that is, a process from website or app ordering 
through to appointments being made and kept, and perhaps a quality control system to make sure that 
customers are happy. 

Flow Production 
Flow production is continuous output of identical products. 
The worlds biggest baked bean factory is in Wigan ; it 
produces 3 million tins of Heinz Beans a day, working 24/7 for 
the past 70 years. 
Flow production allows a factory to be highly automated 
Examples: 

Cadbury’s Dairy Milk 
Cadbury’s Crème Eggs 
Nissan Jukes and BMW Minis 

Job Production 
Job production is one-off production for a one-off order. It is 
tailor made to the specific requirements of a single customer 
and therefore requires a high input of labour rather than 
machinery 
Examples: 

A loft conversion in an unusually shaped house 
A tailor made suit for Prince Harry 
A babysitter for Mrs Jenkins between 19.30 and 23.30 on 

Friday night 

Batch Production 
Batch production means producing a limited 
number of the same item. It might be a huge 
batch of 10,000 or a small batch of 4. Small 
batches may be useful for mixing the same 
ingredients and making goods that have a 
short life span, larger batches are useful for 
businesses that may need different sizes, so 
doing 1 size all together is easier and 
cheaper. 
Examples: 

The production of 1 million Cadbury 
Screme Eggs for Halloween 

10 crispy bread rolls followed by 10 soft 
baps 

A meals-on-wheels lunch service for 20 
elderly people in Leeds 



Year 10 2.3.1 Technology/productivity and production

Glossa
ry:

Produ
ctivity
: The 
outpu
t of 
emplo
yees 
of 
machi
nes

Measuring Productivity 
Productivity is a measure of efficiency, usually output per person per time period 
Productivity allows a business to gain a competitive advantage, by lowering costs and making products quicker 
this allows businesses to maintain a competitive price and potentially push out other competitors. 
Technology can help to increase productivity, especially if it is the latest technology. 

The Benefits of Technology 
Successful production involves 3 main things: 

Producing the right quantity at the right time 
Producing to high standards of consistency and quality 
Producing cost efficiently 

High-tech equipment can help with all three. Automation 
(produced by machines) is especially effective at ensuring 
consistent quality and low labour costs per unit. 

Impact of Technology on Production 
Customers want products that fit their needs and wants at a price they can afford. If technology can help achieve this, it is 
valuable. 
However technology does have its downsides—it has ensured that we can transport fruit from further away with longer sell-by 
dates, however this has negatively effected the taste of the product. 
A well run business will aim to use technology in a balanced way to match the needs of the customer and the needs of the 
business. There are 4 elements that need to be considered: 

Production costs, which has a knock on effect on the price of the product—technology can help to automate a process which 
makes it cheaper to operate in the long term 

Productivity can be boosted by mechanising some parts of the production process. Higher productivity means lower labour 
costs per unit and therefore a lower cost per unit. This means the business can either cut prices or enjoy higher profits 

Quality is important for all businesses to ensure that they are meeting customer needs. Technology can help with this as it 
ensures that all products are the same. This allows a business to reduce the waste they create which increases their over-all 
efficiency 

Flexibility is important, it allows businesses to meet the needs of the customer and this ensure that they are receiving happy 
customers and good profits. However technology can prevent a business from being flexible, if the technology cannot be 
changed to meet the needs of the customer the business is likely to lose out on sales. 

On the Other Hand 
Traditionally factory design has been the main reason why 
efficiency has not been as high as it should. Companies such as 
Nissan and Toyota are efficient because they make sure their 
working environment is as constructive to efficiency as 
possible. 
Sometimes efficiency requires new technology, but surprisingly 
often improvements come from reorganising the workplace 
based on staff ideas. 



Year 10 2.3.2 Working with suppliers

Glossa
ry:

Stock: 
The 
amou
nt of 
produ
cts a 
comp
any 
has on 
their 
premi
ses at 
any 
one 
time

Managing Stock 
Stock are items held by a firm for use or sale, for example components for manufacturing or sellable products 
for a retailer. 
Without stock sales cannot happen. Manufacturers and retailers need to make sure they supply the right 
amount of goods to keep the shelves full. 
Simply ordered lots of stock carries other risks, however. Too much and you have excess stock which needs to 
sold off, usually at discounted prices. 

Bar Gate Stock Graphs 
Successful stock management requires the right balance between reliability and cost. The traditional approach is shown below. 
It shows the level of demand for the product, how much buffer stock is required (minimum held in storage to stop running out)
and a how often to order from the supplier. 



Year 10 2.3.4 The Sales Process

Glossa
ry:

Qualit
y: the 
qualit
y is 
linked 
to 
how 
good 
the 
produ
ct is, 
higher 
the 
qualit
y 
usuall
y the 
higher 
the 
price

Quality Control 
Quality control is a system of inspection to try to make sure that customers don’t experience a poor quality product or service.
This is usually done at certain points of the production process and is controlled by the managers of the business 
This is good because it is very systematic and ensures that a clear routine is fol-lowed, in addition it means that only a few 
employees (usually managers) need to be trained in quality control which reduces the training costs of the business. 
However this does not solve the problem of quality, it only identifies issues at cer-tain points in the production process. Employees 
are rarely involved and any is-sues usually result in the product being scrapped as it is too late to fix. 

Quality Assurance 
Quality assurance attempts to build quality into the system rather than something that occurs at the end. This means that every 
employee has quality responsibilities. 
Once employees see quality as their own responsibility, they are more motivated to improve the system and are more likely to be 
able to find better ways of doing things. 
Quality assurance is used to try and build a quality culture, which means the accepted attitudes and practices of staff at a 
workplace 
This is good because it puts the responsibility on everyone so that prod-ucts are more likely to be consistently good quality, thus 
reducing waste and also there may be more new ideas as more people are considering quality in their day to day jobs. 
However changing the culture of a business takes a long time, and can be very expensive. This is because there will be lots of 
training needed to ensure that all employees know how to check the quality of their work. 

Quality, Cost Control and Competitive Advantage 
High quality production means things are right first time; this means the job has got to be done once only. This means: 

Less wastage on raw materials 
Lower wage bills, less overtime needed as jobs are done right first time 
Fewer managers as staff are more self sufficient and don’t need to be con-stantly looked over to check the quality 

This allows a business to achieve a competitive advantage, quality can be a USP and lower costs can mean cheaper prices than 
competitors. a



Year 10 2.3.4 The sales process

Glossa
ry:

Social 
media 
– a 
way 
custo
mers 
can 
promo
te 
produ
cts, 
but 
also 
find 
out 
what 
custo
mers 
think 
of 
their 
servic
e

Customer Service 
To be effective, customer service must be: 

Rooted in a clear understanding of what customers really care about 
Practical and cost effective enough to ensure it can be sustainable 
Based on a genuine wish to help, rather than an attempt to seem helpful 
Offered at the right time, in the right way at the right place 

The Sales Process 
Great customer service is a wonderful thing, however there is far more than that to the sales process. To be successful businesses 
need to provide: 

Strong product knowledge and therefore helpful advice 
Speedy and efficient service 
Customer engagement 
Responses to customer feedback 
Excellent post sales advice 

Product Knowledge 
Customers expect employees to have good knowledge of the products and services being offered. 
Some things need to be covered to ensure good product knowledge: 
Good training, loyal staff that have been with the business for years and staff who are committed to customers 

Speed and Efficient Service 
Good service is designed for the customer, not the business and ensures the customer fees cared for. 
Efficiency service gets products to the customer exactly when you want them, in good condition and if there is a problem it will be 
sorted out as soon as possible and in the right spirit. 

Customer Engagement 
Customers need be interested in the company and that cannot happen if they are not contacted regularly. Social media ensures 
that this is much easier now but emails are also very important for some businesses. Customer engagement can also come in lots of 
other ways, from word-of-mouth to information received via post. 
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