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ABOUT THE LEARNER MATERIALS FOR THE
CERTIFICATE IV IN ENTREPRENEURSHIP AND NEW BUSINESS
BSB40320

ELECTIVE UNITS

CORE UNITS

These learner materials have been developed specifically to assist participants undertaking
the Certificate IV in Entrepreneurship and New Business BSB40320 to meet the required
competencies. The units include:
• BSBESB401:
• BSBESB402:
• BSBESB403:
• BSBESB404:

Research and develop business plans
Establish legal and risk management
requirements of new business ventures
Plan finances for new business ventures
Market new business ventures

Compliant with
BSB40320
Training Package
rules

• BSBESB301:
• BSBESB406:

Investigate business opportunities
Establish operational strategies and procedures
for new business ventures
• BSBESB407: Manage finances for new business ventures
• BSBINS401: Analyse and present research information
• BSBMKG434: Promote products and services
• BSBOPS404: Implement customer service strategies

The information required to address the Performance Criteria of each of the Elements of the
above units has been integrated where appropriate, and is presented in six Modules as follows:
MODULE 1: INVESTIGATING BUSINESS OPPORTUNITIES
Chapter 1: Describing business ideas

BSBESB301:

1.1-1.5

Chapter 2: Market research

BSBESB301:
BSBINS401:
BSBESB401:
BSBOPS404:
BSBESB301

2.1, 2.2, 2.5
1.1-1.4, 2.1-2.2, 3.1-3.3
1.3
1.2
3.1, 3.2

BSBESB301

2.3, 2 4, 3.3

BSBESB401:

1.2

BSBESB401:
BSBINS401:

1.1, 2.1-2.4, 2.6,
3.1-3.5, 4.1-4.4
4.1-4.5

BSBESB:402

1.1-1.3

BSBESB402:

2.1-2.3

BSBESB402:

3.1-3.4

BSBESB402:
BSBESB401:

4.1-4.4
2.5, 4.1-4.3

Chapter 3: Personal business skills
Chapter 4: Evaluating business opportunities
MODULE 2: BUSINESS PLANNING
Chapter 1: Business goals and objectives
Chapter 2: The essential elements and format of a
business blan
MODULE 3: BUSINESS STRUCTURE AND LEGAL REQUIREMENTS
Chapter 1:
Chapter 2:
Chapter 3:
Chapter 4:

The legal structure of your business
Legislation codes and regulatory requirements
Negotiating and arranging contracts
Risk management
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MODULE 4: MARKETING
Chapter 1: Marketing strategies

BSBESB404:

1.1-1.4

Chapter 2: Your marketing mix

BSBESB404:
BSBESB403:

2.1-2.4
1.3, 1.5

Chapter 3: Implementing marketing strategies

BSBESB404:
BSBMKG434:
BSBESB404:
BSBMKG434:

3.1-3.4
1.1-1.4
4.1-4.4
2.1-2.4, 3.1-3.5

BSBOPS404:

1.1-1.5, 2.1-2.4, 3.1-3.4

Chapter 1: Your operations plan

BSBESB406:

1.1-1.3, 2.2-2.6

Chapter 2: Monitoring business performance

BSBESB406:

1.4, 1.5, 2.1, 3.1-3.4,
4.1-4.3

BSBESB403:

1.1-1.5

BSBESB403:
BSBESB407:
BSBESB403:

1.6, 2.1-2.5
1.2, 1.3
3.1-3.4

BSBESB407:

1.1-1.3, 2.1-2.4

BSBESB407:

1.4, 1.5, 1.7

BSBESB407:

1.6, 2.1-2.3,
3.1-3.2

Chapter 4: Coordinating and reviewing promotional
activities
Chapter 5: Customer service
MODULE 5: OPERATIONS

MODULE 6: FINANCES
Chapter 1: The financial requirements of your business
Chapter 2: Developing a financial plan
Chapter 3:
Chapter 4:
Chapter 5:
Chapter 6:

Acquiring finance
Financial information requirements
Implementing your financial plan
Monitoring financial performance

Each Module presents:
• Content which is relevant to the elements within the units specified.
• A range of training tools including:
– Key concepts: list the key concepts at the beginning of each module to focus
participants on the major topics covered.
– Activities: clarify various concepts through individual, partner or group work.
(Note: the activities are intended as an aid to learning, not necessarily as
assessment tasks.)
– Examples and case studies: utilise a wide range of small business scenarios
to clarify the content.
– Checklists: summarise information in relation to various concepts.
– Summary tables: list such aspects as advantages and disadvantages, or key
features.
The resource also includes:
• Further information: provides a list of websites, which contain up-to-date information
relevant to business.
• Table of contents: presents an overview of the topics and concepts presented.
• Glossary: defines key terms related to the resource.
• Download: available with the resource and presents the Activities, a Business
Proposal Proforma and a set of Financial Tables in both linked, unlinked and hard copy
versions.
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The program provides for flexible approaches to learning, and individual trainers/facilitators
are able to vary the delivery of the course according to individual and group needs.
Practical demonstrations and examples, action learning processes, group participatory
discussions, and an application of the various aspects to participants’ own business ventures
is recommended, wherever possible.

To supplement the Learner Materials, a Trainer Resource including Assessment Materials is
available.

THE TRAINER RESOURCE
The Trainer Resource is an important tool for the trainer/facilitator, to assist in the delivery
of the Certificate IV in Entrepreneurship and New Business BSB40320. This resource
is a Download that supports all six modules of the Certificate IV Learner Resource and
incorporates:
1. Assessment materials
The Assessment Materials are specifically written for the Units included in this version of the
Certificate IV in Entrepreneurship and New Business BSB40320 and is intended for use in
conjunction with the IBR Learner Materials. The materials:
• are fully customisable
• cover the competency elements and address all performance criteria within each Unit
• meet the five ‘rules’ of evidence, being: valid, authentic, reliable, sufficient, and current
• provide a Marking Key which addresses the assessment tasks
• provide a Record of Assessment Overview for the facilitator to record each participant’s
achievement on the performance criteria within each Unit.
As there are many potential sources of evidence, and many methods and techniques for
gathering evidence in competency-based assessment, the assessment material chosen
for the units within the Entrepreneurship and New Business specific competency field
are diverse. However, the main platform for assessment is based on ‘Questioning’. Other
evidence techniques utilised include simulation, review of products/work samples, portfolio,
structured activities, and third party feedback.
2. PowerPoint presentations
These colour slides are for use in the delivery of each module. They allow the trainer to
reinforce concepts presented in the Learner Materials. Each slide references the specific
page in the IBR Certificate IV Learner Resource.
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MODULE 1
Investigating business
opportunities
KEY CONCEPTS
☛ Describing business ideas

☛ Identifying market needs

☛ Identifying business opportunities

☛ Factors affecting the market

☛ Sources of information and assistance

☛ Succeeding in business

☛ Methods of gathering information

☛ Skills and abilities necessary for business

☛ Feasibility study

Chapter 1: Describing business ideas

MODULE 1

CHAPTER 1
DESCRIBING BUSINESS IDEAS

B

efore you begin investigating business ideas, it is important to have an understanding of
the range of different types of businesses and the industry sectors in which they fall.

If you are considering starting you own business, it is most likely that this will be a small
business enterprise. These are the backbone of our economy, making a vital contribution to
industry gross product, and are a key component of regional Australia.
The nature of the Australian economic environment, in which diversity and private enterprise
feature highly, provides great opportunities for those with the innovation, initiative, confidence
and motivation to embark on a new business venture.

INDUSTRY SECTORS

O

ne way to classify businesses is based on the type of activity they undertake.
Businesses conducting similar types of activities can be grouped into an industry
sector. There are four main types of industry – primary, secondary, tertiary and quaternary,
as illustrated below.
TYPES OF BUSINESSES

PRIMARY SECTOR

SECONDARY SECTOR

TERTIARY SECTOR

QUATERNARY SECTOR

Agriculture,
farming, fishing
Mining

Manufacturing
Construction
Wholesale trade

Retail trade,
entertainment
Services

Information
technology
Culture

1. Primary sector
This comprises businesses that grow or collect raw materials. Typical
primary industries include:
• Agriculture, farming and fishing: this industry provides products
that are grown, such as fruit and vegetables, grains, dairy products,
meat and natural fibres, or taken from the wild, such as seafood.
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BUSINESS PLAN PROFORMA
NOTE: THE PROFORMA WILL GIVE YOU BASIC INFORMATION TOWARDS UNDERSTANDING EACH SECTION
OF THE BUSINESS PLAN. WHEN WRITING THE BUSINESS PLAN, YOU SHOULD READ AND ADDRESS THE
‘BUSINESS PLAN CHECKLIST’ (ATTACHMENT – BLUE PAGES).

EXECUTIVE SUMMARY
MODULE 2

The Executive Summary should be short (one or two pages). It should discuss your business
concept, why the opportunity exists, why you believe you are capable of succeeding, how you
will achieve market penetration, where the business will be based, how much money you need
to borrow and how you will use the loan funds.
Write the summary when you have completed all other parts of your Business Plan, as you will
then have a far better idea of what to include.
The summary should contain a paragraph or two covering each of the following:
➪

Description of the business, including the name of the owner(s), name of the business,
specific product or service, and how it will benefit customers.

➪

Motives for business.

➪

The opportunity and strategy. State the opportunity, summarise why it exists, outline
the conditions, industry trends, and competitors’ weaknesses that contribute to the
business opportunity.

➪

Business goals and objectives.

➪

The target market. Briefly explain the industry and market, and how you plan to reach
and service these groups.

➪

Financial assistance required. If applicable, briefly indicate funds sought and how the
funds will be used.

➪

Financial projections. Summarise sales projections and profitability.

➪

Financial summary. The financial summary shows the total value generated by your
business each year. It summarises the end of year cash position of your business as
presented in your cash flow and relates this to:

		
i.
			

the value of the assets in your business – where, or in what form
your money is held

		

the value of your liabilities – money owed.

ii.

1. BUSINESS STRUCTURE AND LEGAL REQUIREMENTS
In this section of your Business Plan provide details about your proposed business venture;
what type of business it will be, your relevant skills and experience, your trading name, what the
legal structure will be, and the proposed premises in which your business will operate.
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Business plan proforma continued...
NOTE: THE PROFORMA WILL GIVE YOU BASIC INFORMATION TOWARDS UNDERSTANDING EACH SECTION
OF THE BUSINESS PLAN. WHEN WRITING THE BUSINESS PLAN, YOU SHOULD READ AND ADDRESS THE
‘BUSINESS PLAN CHECKLIST’ (ATTACHMENT – BLUE PAGES).

1.1

LEGAL AND ADMINISTRATIVE REQUIREMENTS
1.1.1

Local, state or federal government regulations

1.1.2

MODULE 2

Discuss any local, state or Federal government regulatory requirements that
could affect your business, for example local Council approval, health and
safety permits.
Insurance
Explain here about your insurance cover needs, for example public liability, fire/
theft, glass, goods in transit, professional indemnity. You should check with a
registered insurance agent or broker. Provide insurance quotations as an
appendix.
1.1.3

Restrictions/Requirements
Discuss any restrictions/requirements which may impact on your business,
for example required membership of a professional body.

1.1.4

Contracts
Discuss any contracts you will require or currently have for your business.

For further information on qualifications and other regulatory requirements for setting up a
business, contact the Business Licence Centre in your state.
1.2

TRADING NAME
1.2.1

Description
Describe your trading name, and explain why you have selected it.

1.2.2

Registration
If you have registered your business name, attach a copy of the
certificate as an appendix.

1.3

LEGAL STRUCTURE
1.3.1

Description
Describe the legal structure of your business. For most new businesses, there
are four different forms of legal structure from which to choose: Sole Proprietor,
Partnership, Company, or Trust.

1.3.2

Legal implications
Explain the legal implications of the form of ownership you have selected.

1.3.3

Tax implications
Explain the tax implications of the form of ownership you have selected.
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Chapter 2: The essential elements and format of a business plan

Risks associated with uncertainty are probably the most difficult to identify and manage as,
by their very nature, they are unpredictable. Risks associated with hazards are generally
those covered by Workplace Health and Safety regulations and are the most obvious
because they tend to be physical; while risks associated with opportunity are the ones that
can most readily be identified through analyses tools such as SWOT and PESTEL.

MODULE 2

Because these risks can affect your business operations, it is essential that you are not only
aware of what the risks are and their potential impact on your venture, but also have plans
in place both to minimise their impact and to move towards recovery from them. It is also
important that all your stakeholders are informed about these potential risks and involved in
their management.

Managing risk
Risk management is the way in which adverse effects from risk are managed and potential
opportunities are realised. It involves minimising those things that may negatively affect
your business plan and identifying and harnessing those things that will help to achieve your
goals and objectives for the business. The process of managing risk comprises four steps as
shown in the diagram below.

Undertake a review of
each role, task, function
and process in your
business to identify
potential risks.

Assess each identified
risk by establishing the
likelihood of it occurring
and the consequences if
it occurred.

2

1

3

4
Regularly monitor
and review to ensure
the control measures
are adequate and
you have adequate
insurance cover.

Develop cost-effective
options to deal with
each risk – decide
whether to avoid,
reduce, transfer or
accept it.
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Chapter 2: Legislation codes and regulatory requirements

You should now complete...
ACTIVITY 3.2.2: Checklist for legal restrictions relevant to my business

E. SUPERANNUATION
n July 1992, the federal government introduced the
Superannuation Guarantee to reduce the future reliance of
the Australian population on age pensions. All employers must
provide a minimum level of superannuation cover for their
employees.
These payments are made quarterly to an accepted
superannuation fund, and are set at 9.5 per cent of each
employee’s base salary for the July 2020-21 financial year.
Employees have the right to choose which superannuation fund
or retirement savings account will receive their superannuation
guarantee contributions.

Information regarding
the superannuation
requirements for
employers is available
from the Australian
Taxation Office, at
www.ato.gov.au
and click on
‘Business’ and then
‘Superannuation for
employers’ under
the heading ‘Key tax
topics for business’.

MODULE 3

I

Exemptions to the scheme include:
• employees receiving less than $450 per month
• employees under 18 years of age, working less than 30 hours
per week
• employees who are over 70 years of age
• domestic employees working less than 30 hours per week
• for employees earning more than $80,000 per annum, no contribution is required for
amounts above $80,000
• non-resident employee paid for work done outside Australia.
Keeping up with the legal obligations
of the small business owner can
be a complex and time-consuming
task. It is essential that you consult
with your accountant, solicitor, or
business adviser on an ongoing
basis regarding your full range of
duties and responsibilities. Further,
membership of trade associations,
business networks and professional
bodies will assist you to remain
informed regarding restrictions
specific to your type of business.
Figure 3.2.1 on the following page
illustrates some of the many legal
considerations, which may affect
your small business.
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Chapter 2: Legislation codes and regulatory requirements

START-UP
•
•
•
•

TAXATION
•
•
•
•

Business name
Permits
Licences
Contracts

INSURANCE

GST
PAYG Tax
Fringe Benefits Tax
Luxury Car Tax

•
•
•
•

Yourself, partners, directors
Building and contents
Motor vehicle
Assets

EMPLOYEES
•
•
•
•

TRADE ISSUES

Equal Opportunity
Awards
Workers Compensation
Superannuation

• Trade Practices
• Consumer Protection
• Workplace Health and
Safety

BUSINESS SITE
Zoning
Building codes
Leases
Insurance

MODULE 3

•
•
•
•

FIGURE 3.2.1: LEGAL CONSIDERATIONS WHICH MAY AFFECT ON YOUR BUSINESS

F. STATUTORY AND REGULATORY
REQUIREMENTS OF TAXATION

I

n addition to the many regulatory and legislatory
considerations, discussed in the preceding
section, that may impact on your business, are a
range of taxation obligations which every small
business owner must fulfil. The discussion to follow
will focus on an overview of the taxation system,
its various requirements, and the actions which
must be taken in order to comply with these legal
requirements.

The Australian taxation system
Tax is a levy imposed by the government on income, property and
transactions. The government uses taxes for a number of purposes
such as:
• to raise revenue to finance government spending
• to promote social equity by redistributing income and wealth
• to regulate the level of total spending in the economy.
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Chapter 4: Risk management

UNIT BSBESB401

The SWOT analysis can also be an excellent tool to
assist in identifying potential risks, particularly in the
area of operational risks.
Any strengths and opportunities listed in your SWOT
are the positive risks, while the weaknesses and
threats identified are your negative risks that may
potentially affect the success of your enterprise.
These are the things that need to be assessed
and managed.

You should now complete...
ACTIVITY 3.4.1: Identifying risks in my business

MODULE 3

STEP 2: ASSESSING THE RISKS

A

s a result of completing Step 1, you may have identified a vast number of risks that could
affect your business operations. It is probably unrealistic to think that you would have
the ability or resources to address every one of these and also operate your business. There
needs to be some way of prioritising the identified risks and deciding which of these warrant
your attention.
A risk assessment is the process of identifying potential hazards and unexpected events,
and assessing each identified risk to determine the likelihood of it occurring and the impact
on the business if it occurred. Obviously the more likely a risk’s occurrence and the greater
its disruption or cost to the business, the greater the level of risk.

Likelihood of risk x Degree of impact = Level of risk

LIKELIHOOD OF RISK
•
•
•
•
•
•
•
•
•
•
•
•
•
•

Natural disaster
Fire
Explosion
Hazardous material
Plant/equipment breakdown
Technology malfunction
Utility outage
Supplier failure
Security breach
Illness
Human error
Loss of customers
Legality/regulatory
Economic

X

DEGREE OF IMPACT
•
•
•
•
•
•
•
•
•

Personal injury
Environmental contamination
Property damage
Business interruption
Financial loss
Loss of customers
Damage to business reputation
Penalties and fines
Business closure
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When conducting an assessment, the key is to look for weaknesses or deficiencies that
make your business assets more susceptible to damage such as poor building construction,
vulnerable production systems, inadequate digital security, poorly trained staff, lack of
awareness of industry trends. These weaknesses can increase the damage caused by an
unexpected event. For example, if your computer system goes down and all data is lost, not
having a backup of all your data would be a total disaster. If, on the other hand, you have
all your computer systems backing up to the Cloud, a computer failure, while causing some
disruption, would not be nearly as catastrophic and recovery time and cost would be greatly
reduced.
A useful tool to complete this risk analysis is the risk assessment matrix.

Risk assessment matrix
The risk assessment matrix records the level of risk, which is determined by the relationship
between the likelihood of an incident occurring from the hazard, and the consequences
caused by the hazard. This is recorded as either a numerical or alphabetical code. The
relationship between likelihood and impact determines how dangerous the hazard is.

STEP 1

STEP 2

MODULE 3

The steps involved in assessing a risk are:

STEP 3

STEP 4

Identify
strategies and
controls that
are in place to
minimise the
impact

Determine
the degree
of impact or
consequences

Determine
the likelihood
of the risk
(likelihood =
probability x
exposure)

Estimate the
level of risk
by combining
degree of impact
and likelihood

eg. the risk of a
computer virus
is reduced by
having antiviral software
installed

eg. the
consequence of
a virus is losing
the data from
your computer

eg. the
likelihood of a
virus is high
without security,
but relatively
low with antiviral software
installed

eg. low level of
risk because
anti-viral
software is
installed

This process can be summarised in a risk assessment matrix such as the one shown on the
following page.
The level of risk, indicated by the numerical value that is determined, is referred to as a risk
priority rating. This rating allows you to prioritise the risks identified to ensure that those
with high potential of creating an incident are eliminated or controlled first. Obviously the
higher the number, the greater the priority.
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RISK ASSESSMENT MATRIX

MODULE 3

LIKELIHOOD OF RISK

DEGREE OF IMPACT

You should now complete...
ACTIVITY 3.4.2: Risk assessment of my business

STEP 3: CONTROLLING THE RISKS

R

unning a business is never risk-free and not all risks are considered bad. Sometimes it
is worth taking a risk in order to achieve a goal or advance the business. You and your
stakeholders must decide which risks you are prepared to take. The assessment you have
completed in Step 2 will provide the guidance necessary for this.
Effectively managing risks is all about gaining control. You decide and plan what action will
be taken to cost-effectively deal with each risk incident. The basic options are to:

Avoid the
risk

Reduce
the risk

1

3

Transfer
the risk

4

Accept
the risk

OPTIONS FOR
MANAGING
RISKS

2
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CHAPTER 1
MARKETING STRATEGIES
A. AN OVERVIEW OF MARKETING

O

wners and managers of business are becoming increasingly aware of the importance
of marketing to the success of their business. However, they often mistakenly think of
marketing as basically just another word for selling, with some aggressive advertising and
promotion thrown in. This tends to be the impression of marketing that we gain from the
media. Such an approach is based on the philosophy that businesses exist to manufacture
or supply goods/services, and that the function of marketing is to persuade customers to buy
them.
However, true marketing moves far beyond just persuasion. It involves an entirely different
approach to running a business, based on the principle that a business will only survive by
meeting the needs and wants of its customers, and will only prosper by doing this better than
its competitors. A truly marketing-orientated business finds out what its customers want,
before deciding what it makes, or the service it will offer.
Expressed in its most simple form, marketing is the business of being in business
profitably. The essence of marketing is finding out what the customers want, and then
setting out to meet their needs, provided it can be achieved profitably. More formally,
marketing is the process of identifying the needs and demands of potential customers, in
order to be able to provide them with their desired products/services.

•
•
•
•
•
•
•

MODULE 4

Marketing is not just selling, or advertising, or promotion. It is customer focused and requires
you to organise your business in such a way that you can:
identify your potential customers
identify their needs and wants
provide products/services to suit these needs and wants
tell your customers about your business and what it offers
persuade them to buy your products/services
make them satisfied with their purchases
make a profit.

Marketing involves knowing and understanding the ‘who’, ‘what’, ‘where’, ‘why’, ‘when’, ‘how’,
and ‘how much’ of your business venture.
WHO?

The prospects: customers and competitors

WHAT?

The product/service

WHERE?

The location of premises and markets

WHY?

The customers’ buying motives and needs
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WHEN?

The right product/service at the right place, at the right time

HOW?

Production, distribution and promotion

HOW MUCH?

The price customers will pay
What the business wants to spend
The profit the business will make

The marketing process
The marketing process involves:
• gathering information
• identifying key issues
• developing strategies and actions.

Pricing
Selling

Components of the marketing process include:
market research
product
pricing
location
distribution
packaging
promotion
merchandising
selling
customer relations.

Promotion

Location

Product
Market
research

Customer
relations

Packaging

Merchandising

MODULE 4

•
•
•
•
•
•
•
•
•
•

Distribution

Essential steps in marketing
The essential steps in marketing involve selecting a product/service for which there is a
demand, identifying your distribution or sales outlets, selling your product/service, and
ensuring that your customers are satisfied with their purchases.
More specifically, the eight steps presented on the following page, describe the framework
within which you should operate in order to have satisfied customers, a satisfactory profit
margin, and therefore a successful business. Each of these steps will be discussed further in
various sections of this module.
Woolworths Ltd. provides an example of effective marketing. They attribute their success to
the fact that their stores:

... offer what the customer wants to buy rather than
what the company wants to sell.
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3. Align your
product/service to
the target market
using design,
packaging, etc.

2. Determine
the types of
customers that
exist in the
marketplace.
SEGMENT
MARKET

RESEARCH
MARKET

1. Research
the market for
your product/
service.

2
1

ACTION
MARKET

3
4

CALCULATE
PRICE

5. Devise a promotion
strategy advertising,
business cards, tags
and labels, etc.

PROMOTION
STRATEGY

5

8
6

7

DISTRIBUTION

THE ESSENTIAL 8 STEPS IN
SUCCESSFUL MARKETING

$$

4. Calculate the
price of your
product/service
based on the
market tolerance
and your required
profit.

6. Decide how you
will distribute your
product/service.

IMPLEMENT
CHANGES

SEEK
FEEDBACK

8. Make any
required changes
in your product/
service, quality,
price and mix.

7. Seek customer
and distribution
feedback.

MODULE 4

If you have researched and analysed the market effectively, what you offer your customers,
should be just what they need and want. The marketing mix means the right product/service,
at the right price, at the right location, and promoted in the right way.

B. MARKET SEGMENTATION: IDENTIFYING YOUR TARGET MARKET

T

here are two types of broad markets which form the basis for identifying which market/
markets your business is going to serve. The two broad markets are:
2. THE CONSUMER MARKET

1. THE INDUSTRIAL MARKET
This market is made up of organisations
and businesses, and involves businessto-business marketing. The industrial
market can be described as organisations
buying goods and services to make other
goods and services. For example, the Intel
Corporation makes computer processors
for other computer companies to resell
to other industrial users. In Australia,
the industrial market comprises over one
million organisations in manufacturing
and service type industries, in farming,
and in government.

This market consists of all individuals
who make up the population. The
consumer market involves the exchange
of money for goods and services. It is
the larger of the two markets in terms of
numbers. Retailing typifies the activities
of this market.
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Specific digital marketing channels
include:
•
•
•
•
•
•
•

business website
search engine optimisation (SEO)
display advertising
email marketing
landing page
social media marketing
non-Internet based strategies
such as mobile phones (SMS and
MMS), and callback and on-hold
mobile messages.

Business
website
Display
advertising

Non-Internet

Email
marketing

Social
media

Your aim is to find the promotional
tools or channels that result in
maximum two-way communication
between the business and your
customers and the best return on
investment.

Landing
page

Search
engine
optimisation

i. Business website

MODULE 4

A website is a means by which businesses can establish an Internet presence in the
worldwide market, by providing an online point of contact for all interested parties. It has
the potential to reduce operating costs, improve access and provide wider exposure for a
business.
A website is also one of the first steps in adopting e-commerce as a business strategy.
Having a website:
• establishes a global presence and image for the business
• enables customers to find a ‘solution’ to their search for a product/service that matches
yours
• provides a starting point for the development of more advanced electronic commerce
facilities, such as ordering and paying for goods and services over the Internet
• provides interested parties with 24 hour access to the business
• provides a shop-front and shop-floor for the business
• enables the business to effectively provide customer service, such as after-sales
information and service, the opportunity for customers to give feedback on products and
services, and a ‘frequently asked questions’ section
• broadens the base of customers, distributors and/or suppliers for the business
• provides convenient access to information regarding the business and its products and
services, and allows for the efficient updating of this information
• provides a means of keeping in touch with customers to gain their feedback and keep
them informed of product/service updates through social networking tools such as
Facebook and Twitter
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• enables you to track the number of visitors to your site, thereby providing an indication of
the effectiveness of your website as a promotional tool.

Important considerations in planning a website
When contemplating the overall concept of your
website, one of the primary considerations is
the user’s experience of the site. You also want
to improve your business’ digital footprint and
increase engagement with your brand.
Whether you are planning to develop a website
or evaluate and perhaps redesign an existing
one, there are a number of important elements to
consider.
• An effective URL that represents your
business and is also available on social platforms.
• A logical structure and functionality or ‘roadmap’ for the site – it should be intuitive and
easy to navigate.
• Business information that is crucial to your business. The home page should convey
the purpose of the site and what it provides. The other pages should supply customers
with the information they are looking for. For example, if you are selling products then a
catalogue of images would be essential; if you are selling a service such as gardening,
then testimonials from clients.

MODULE 4

• User-friendly navigation with logically named pages. Think about what you want the
customer to do when they visit your site – find the location of your store, purchase a
product, book a service, become a member – and provide them with the navigation to
easily achieve this. The navigation system should be clear after a quick glance, and
visitors should understand what they need to do in order to proceed. They should be able
to view their options and select one within a few seconds of entering the site. There may
only be the opportunity for three or four mouse clicks to deliver what the reader wants,
before they look to the next site for satisfaction. Consistency is the key, and a menu either
across the top, or down the side of each page, together with an option to return to the
home page, will assist users in locating information quickly. A large site should have a site
map.
• Contact information – including email (preferably for your domain rather than gmail, etc.),
phone/mobile (but only if you want customers to contact the business in this way), address
(with a map if you have a physical location that you would like customers to visit). Digital
contact details should be included with links for easy ‘one-click’ access.
• Social media integration such as Facebook, Twitter, LinkedIn, YouTube, Pinterest,
Google+, Instagram – these enable you to keep in touch with customers and receive their
feedback on your business and its products and services, build your following over a
number of platforms, and help boost your search engine optimisation (SEO).
• A ‘responsive’ design using fluid widths so that your site layout, images and so on will
adapt to different screen sizes and be easily readable on mobile devices such a tablets
and smart phones. After all, you want your customers to have access to your business
anytime, anywhere.
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OWNER/MANAGEMENT COMMITMENT
AND EMPLOYEE INVOLVEMENT

WORKSITE ANALYSIS

• Acknowledge the importance of WHS.

• Assess your workplace for any existing or
potential hazards.

• Hold a meeting with employees to communicate
your policy, or any changes in policy.

• Establish a system for monitoring the
effectiveness of hazard control or prevention.

• Set the example by following all safety
requirements.

• Provide procedures for employees to notify you
of any hazards.

• Clearly assign responsibility for each aspect of
the program you develop.

• Seek expert help in the initial stages of your
worksite analysis, as necessary.

WORKPLACE HEALTH AND SAFETY PROGRAM

HAZARD PREVENTION
AND CONTROL
• Set up safe work procedures based on your
analysis of hazards in the workplace.
• Provide personal protective clothing and
equipment as appropriate.
• Provide for regular equipment maintenance.
• Plan for emergencies including fire and natural
disasters.
• Establish an emergency medical procedure for
handling injuries.

TRAINING FOR OWNER/
MANAGEMENT/EMPLOYEE
• Ensure all employees are skilled in handling the
materials and equipment they will be utilising.
• Train all workers with respect to the potential
hazards to which they may be exposed, and
how to protect themselves.
• Do not allow an employee to undertake a task
that appears unsafe, or has the potential to
become unsafe.

FIGURE 5.1.3: ESSENTIAL ELEMENTS IN AN WORKPLACE HEALTH
AND SAFETY WORKPLACE PROGRAM

Some of the major areas requiring consideration include:
processing, receiving, shipping, storage
condition of buildings and grounds
housekeeping
electricity
lighting
heating and ventilation
machinery
personnel

•
•
•
•
•
•
•

hand and power tools
chemicals
fire prevention
maintenance
personal protective equipment
transportation
evacuation procedures.

MODULE 5

•
•
•
•
•
•
•
•

Table 5.1.4 on the following page presents some of the possible aspects which
may require your attention.
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3. Balance sheet
The Balance Sheet is a summary sheet, which shows what the business owes, and what it
owns, at a specified date. It is a snapshot of your business operations at a particular point in
time, and provides an itemised account of:
Assets: items of worth that the business owns.
Liabilities: amounts of money owed by the business to people other than its owners.
Net assets: calculated by subtracting ‘total liabilities’ from ‘total assets’.
Owner’s equity: balance of money invested in the business by the owner(s), that is, the
owner is entitled to what is left of the assets after the liabilities have been deducted.
DOUBLE-ENTRY ACCOUNTING

Everyday activities of
a business result in
business transactions
such as sales,
payments, banking...
Daily business
transactions

These produce source
documents such as
invoices, receipts,
remittances, petty
cash vouchers...

Assigned to
ACCOUNTS as
Credits or
Debits

Entered into
JOURNALS

$ values from every business transaction are
entered twice – once as a debit in one account
and once as a credit in another account...

This had five main
account categories:
Assets, Liabilities,
Equity, Income and
Expenses...

These include:
Profit and Loss,
Cash Flow,
Balance Sheet,
Budgets...

The General
Ledger is
used to
generate
FINANCIAL
REPORTS

Such reports can be used
for taxation purposes and to
provide a financial overview
of the business to a variety
of stakeholders...

FIGURE 6.4.6: AN OVERVIEW OF THE
DOUBLE-ENTRY ACCOUNTING PROCESS
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Accounting packages
Although it is possible to develop, maintain and store the required financial records for your
business in paper form, and to generate reports and taxation information manually, based on
these records, this procedure can be very time-consuming. The variety of computer-based
accounting software programs now available provide a far more efficient alternative, and a
significantly more powerful financial management tool.
Accounting packages provide the tools to handle the fundamental record keeping and
reporting requirements of small businesses, and usually include most or all of the following
components:
•
•
•
•
•
•
•
•

general ledger
cheque book facility
sales (supplies)
purchases (acquisitions)
inventory
payroll
contact file
the facility to analyse various sets of data such
as profit and loss, balance sheet, and cash flow
• the facility to generate a range of reports
regarding business transactions and the current status of the enterprise
• the facility to automatically generate BAS statements and PAYG Payment Summaries for
employees.
Examples of computer-based accounting packages include MYOB (Mind Your Own
Business), Quickbooks, and Xero. Such products provide:
• the facility to set up a framework of accounts (Chart of accounts) specific to your
business
• a double-entry accounting system, whereby every entry is balanced by another entry to
provide a balanced set of books, that is, the total value of your asset account will equal the
total value of your liability and equity accounts
• a range of source documents, such as tax invoices, purchase orders, account
statements, adjustment notes, and quotation forms which can be customised to meet your
needs
• direct export links to your accountant’s system to facilitate the efficient processing of
taxation reports.
• Cloud-based software that enables ‘live’ access to all of your accounting tools from
anywhere for all those who need it, including your accountant.

MODULE 6

Figures 6.4.7 below and 6.4.8 on the following page present the range of
functions and facilities provided by the MYOB Accounting software package.

You should now complete...
ACTIVITY 6.4.6: My accounting procedures
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