

GCSE Business
Revision booklet
Business 1: Business Activity, Marketing & People

· The Business 1 exam is worth 50% of your GCSE.
· The exam is worth 80 marks and will last for 1 hour & 30 minutes.
· The Business 1 exam covers the following topics (this booklet focuses just on Marketing):

	Business 1: Business Activity, Marketing and People

	1. Business Activity
	1.1 The role of business enterprise and entrepreneurship 
1.2 Business planning
1.3 Business ownership 
1.4 Business aims and objectives 
1.5 Stakeholders in business 
1.6 Business growth 

	2. Marketing
	2.1 The role of marketing 
2.2 Market research 
2.3 Market segmentation 
2.4 The marketing mix 

	3. People
	3.1 The role of human resources
3.2 Organisational structures and different ways of working
3.3 Communication in business
3.4 Recruitment and selection
3.5 Motivation and retention
3.6 Training and development
3.7 Employment law



You should prepare for the exam using the following resources:
· Practise using past exam papers and mark schemes.
· Look back at mistakes you have made on assessments and ‘fix’ them.
· Look at the model answers available.
· Fully complete this revision booklet (and the self-audit at the back).
· Ask your teacher for help.


2.1 The role of marketing 
 The objectives of the marketing department are to…
………………………………………………………………………………………………………………………………………………………………………
………………………………………………………………………………………………………………………………………………………………………

2.2 Market research 
 Complete the following table about primary and secondary market research:
	Primary research (field)
	Secondary research (desk)

	Definition:



	Definition:




	Examples:



	Examples:




	Advantages:






	Advantages:







	Disadvantages:






	Disadvantages:









 Complete the following table about qualitative and quantitative data:
	
	Definition & examples

	Qualitative data
	




	Quantitative data
	







2.3 Market segmentation 
 Identify five ways that the population can be segmented into groups:
………………………………………………………………………………………………………………………………………………………………………
………………………………………………………………………………………………………………………………………………………………………
 Rank the following benefits of market segmentation in order of importance (1-4):
	Benefit of market segmentation
	Your ranking

	It’s very difficult to make a product that appeals to everyone (young/old, male/female, & rich/poor).
	

	It helps businesses to make better pricing decisions – e.g. a low price for children.
	

	It saves time and money on market research – e.g. when launching a new lipstick, you only need to survey females.
	

	It helps businesses to decide where to advertise – e.g. at TV advert during a football match to target men.
	



2.4 The marketing mix
PRODUCT
 Identify four features of a good product:
………………………………………………………………………………………………………………………………………………………………………
………………………………………………………………………………………………………………………………………………………………………
 Explain the benefits of ‘branding’:
………………………………………………………………………………………………………………………………………………………………………
………………………………………………………………………………………………………………………………………………………………………
………………………………………………………………………………………………………………………………………………………………………
 Draw and label the Product Life Cycle diagram:
	












 Identify two ways to ‘extend’ the life cycle of a product (extension strategies):
………………………………………………………………………………………………………………………………………………………………………
………………………………………………………………………………………………………………………………………………………………………
………………………………………………………………………………………………………………………………………………………………………
PRICE
 Complete the following table about pricing methods:
	Method
	Definition, example, pros & cons

	Skimming
	

	Cost-plus
	

	Penetration
	

	Competitor
	

	Promotional
	


PLACE
 Complete the following table about distribution channels:
	Method
	Definition, example, pros & cons

	Producer

Customer
	

	Producer

Retailer

Customer
	

	Producer

Wholesaler

Retailer

Customer
	

	Producer

Agent

Customer
	



 Using an example, explain what is meant by the term ‘digital distribution channel’:
………………………………………………………………………………………………………………………………………………………………………
………………………………………………………………………………………………………………………………………………………………………
………………………………………………………………………………………………………………………………………………………………………
PROMOTION
 Complete the following table about advertising methods:
	Method
	Definition, example, pros & cons

	Social media
	

	Websites
	

	Print media (e.g. newspapers & magazines)
	

	Television
	

	Radio
	





 Complete the following table about point of sale methods:
	Method
	[bookmark: _GoBack]Notes & examples

	Price reductions
	

	Loss leaders
	

	Competitions
	

	Free samples
	





Self-audit
Give yourself an honest rating on each area of the syllabus, so that you know where to prioritise your revision (e.g. 1-5    ):

2. Marketing
	Topic
· Content
· Points to include
	Self-audit
(e.g. 1-5    ):

	2.1 The role of marketing 
· The purpose of marketing within business 
· the importance to a business of identifying and understanding its customers, informing customers, increasing sales 
	

	2.2 Market research 
· The purpose of market research 
· identifying and understanding customer needs 
· Primary research methods 
· questionnaires, interviews, trialling, focus groups 
· Secondary research sources 
· newspapers and magazines, census, websites, internal data 
· How appropriate different methods and sources of market research are for different business purposes 
· The use and interpretation of qualitative and quantitative data in market research 
	

	2.3 Market segmentation 
· The use of segmentation to target customers 
· age, gender, income, location, lifestyle 
	

	2.4 The marketing mix 
· The ‘four Ps’ of the marketing mix and their importance 
· price, product, place, promotion 
· Product 
· design, invention, innovation 
· Product - stages of the product lifecycle 
· introduction, growth, maturity, decline 
· Pricing methods 
· skimming, cost-plus, penetration, competitor, promotional 
· Promotion - point of sale 
· price reductions, loss leaders, competitions, free samples 
· Promotion - advertising 
· social media, websites, print media, television, radio 
· Place - distribution of products and services 
· digital and physical distribution channels 
· How the four Ps of the marketing mix work together 
· The use of the marketing mix to inform and implement business decisions 
· Interpretation of market data 
· changes in demand, target market and market share, changes in product and effects of promotion 
	



