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Unit 1 — The Marketing Planning Process

This unit is designed to provide a detailed understanding of marketing planning, including the
synergistic planning process and its links with the delivery of marketing strategy. It also considers
a thorough assessment of the dynamic and complex nature of the marketing environment and its
impact on developing marketing plans to achieve strategic outcomes and competitive advantage
in the market place.

The unit includes significant consideration of segmentation, targeting and positioning, with a view
to developing sophisticated approaches to targeting customers and the development of effective
positioning strategies, all based upon a sound assessment of market segment opportunities and
value.

By the end of this unit, students should be able to apply the concept of the marketing planning
process to a variety of organisational contexts and sectors, and to account for their varying goals
when developing marketing plans. They should be able to demonstrate their ability to relate the
challenges posed by a dynamic marketing environment to the marketing planning needs of
different organisations and to devise appropriate, innovative positioning strategies in response to
environmental changes.

Overarching learning outcomes:
By the end of this unit students should be able to:

« Evaluate the role of the marketing planning process and the marketing plan
implementation in a range of marketing contexts including that of the organisation’s
strategy, culture and broader marketing environment

» Evaluate the interconnectivity between corporate, business and marketing objectives and
consider the impact of the external marketing environment and the organisation’s
resources on their development and achievement

* Conduct a marketing audit including a detailed analysis of the internal and external
marketing environments

» Assess the findings of the audit and develop a marketing plan that is responsive to market
and organisational changes and underpins the organisation’s marketing strategy,
Determine the importance of segmentation, targeting and positioning and their relative
interdependencies and develop effective segmentation, targeting and positioning
strategies which are innovative, cost effective, valuable and maximise the potential
marketing opportunities successfully « Utilise a range of positioning platforms including
price, quality, service and brand perception, to establish an organisation’s marketing
positioning strategy

* Recognise the significance of retaining existing customers through relationship marketing
when developing strategies to achieve marketing objectives

Section 1 — Marketing planning to deliver marketing strategies (weighting 25%)

1.1 Critically evaluate the different roles of marketing and its cross-functional interaction within
organisations

1.2 Critically evaluate the synergistic planning process including the different components of the
marketing plan and its links with delivering the organisation’s corporate, business and marketing
strategies

1.3 Critically evaluate the role of the marketing plan in relation to the organisation’s philosophy
and an organisation’s strategic intent

1.4 Evaluate the relationship between corporate, business and marketing objectives at an
operational level and describe how they impact upon the activities associated with the marketing
plan

1.5 Assess the external and internal influences on the formulation of objectives and specify the
key environmental drivers of organisational change

1.6 Critically evaluate the wider impact of external and internal environmental forces on the
setting of objectives at different levels and the process of planning marketing
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Section 2 — The marketing audit and strategic outco  mes (weighting 30%)

2.1 Critically evaluate the practicalities of undertaking a marketing audit including resource
limitations and implications within the organisational context

2.2 Assess the concept of the organisation as an open system faced with changing environmental
conditions and internal capabilities

2.3 Appraise the process of auditing the marketing environment and make recommendations for
the utilisation of various approaches in a range of different organisational contexts and sectors
2.4 Evaluate the external marketing environment through detailed analysis using a variety of
marketing audit tools and techniques

2.5 Assess the internal marketing environment of an organisation through an audit process using
a range of evaluation processes and approaches

2.6 Utilise the planning gap as a means to identifying and assessing key marketing planning
requirements to fulfil the organisations marketing strategy establishing objectives and the
planning gap

2.7 Assess the issues and constraints arising from the marketing audit and consider the
consequences for the organisation in order to the develop its marketing plan

Section 3 — Creating marketing strategies through s  egmentation, targeting and positioning
(weighting 25%)

3.1 Critically evaluate the role of marketing strategies and demonstrate how they can be used to
develop competitive advantage, market share and growth

3.2 Assess the importance of market segmentation as a basis of selecting markets to achieve the
organisation’s business and marketing objectives via customer satisfaction

3.3 Critically evaluate the different segmentation approaches available to organisations in
different organisational contexts and sectors and make recommendations for their use

3.4 Assess the value of ‘targeting’ markets as an approach to achieving customer satisfaction,
competitive advantage and retention

3.5 Critically evaluate a range of targeting coverage strategies for different organisational
contexts and sectors

3.6 Assess the attractiveness and value of selected market segments

3.7 Examine the concept of marketing positioning strategy and how it can be used to convey the
organisation’s value proposition

3.8 Critically evaluate positioning options and their implementation within the context of the
organisation and its markets

Section 4 — Adapting marketing planning in differen t contexts (weighting 20%)

4.1 Assess the significance of the key dimensions of implementing marketing planning in practice
4.2 Critically evaluate the barriers and constraints to implementing marketing planning, and
consider how they may be addressed by organisations

4.3 Propose and justify approaches to implementing the process of marketing planning in
different contextual settings
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Unit 2 — Delivering Customer Value through Marketin g

The unit’s primary focus is the development and execution of marketing activities that have been
designed to achieve customer satisfaction and meet organisational objectives, through effective
marketing mix strategies which deliver stakeholder value.

The unit includes the development of the product portfolio, managing marketing channels,
managing the communications mix and managing the service expectations of customers.

The unit examines the use of the marketing mix to achieve an organisation’s corporate and
marketing objectives, and to deliver marketing activities which reflect the desired positioning of
the organisation’s products and services in addition to its brand values.

By the end of the unit, students should be able to apply the marketing mix and determine
strategies that deliver highly effective and competitive marketing activities that meet customer
needs and organisational objectives, in different organisational contexts and sectors. Students
should be aware that the unit addresses marketing in the context of both domestic and
international activities.

Overarching learning outcomes:
By the end of this unit students should be able to:
« Develop and manage a brand and product portfolio in the context of the organisation’s
marketing strategies and objectives
» Develop and implement an effective and efficient channel management strategy which
reflects the needs of stakeholders and considers the impact of the external environment
» Develop an effective and innovative communications strategy and plan which clearly
delivers the organisation’s proposition to the market, through effective segmentation and
targeting of internal and external markets
« Utilise an innovative and effective integrated marketing mix to reinforce the organisation’s
brand values and overall marketing proposition and competitive advantage
» Determine customer requirements for product and service delivery to ensure the
marketing proposition is customer-focused , efficient and effective

Section 1 — Product proposition and brand managemen t (weighting 25%)

1.1 Critically evaluate the process for managing and developing an organisation’s product
portfolio to deliver best value products for customers in different market segments and achieve
organisational and marketing objectives

1.2 Critically evaluate the role of branding in the context of the product portfolio, recommending
different branding strategies which are appropriate to a range of organisational contexts and
sectors

1.3 Critically evaluate the role and process of innovation and new product development including
consideration of innovative, replacement, re-launched and imitative products and explain the
strategic benefit in achieving best value

1.4 Assess the links between product development, product positioning and pricing in terms of fit
and alignment with an organisation’s corporate and marketing strategies and customer
requirements

1.5 Critically evaluate the importance of linking the product portfolio to price perception to ensure
perceived value for money as part of the overall customer proposition

1.6 Assess pricing frameworks that could be utilised by organisations to aid decision making
about product lifecycles, product development and innovation

Section 2 — Channel management (weighting 25%)

2.1 Determine and prioritise the key principles and purposes of innovative and effective
distribution strategies in order to deliver the organisation’s business and marketing objectives in a
range of different contexts and different sectors to maximise customer requirements

The Chartered Institute of Marketing Accredited Study Centre
www.marketingakademia.eu
www.marketingakademia.hu




M/ B

&
MARKETING .' The Chartered
AcCADEMY ofF Institute of Marketing

— Accredited Study Centre

2.2 Critically analyse the implications, challenges and constraints arising from internal and

external environment in the context of the development of developing channel strategies

2.3 Analysing competitor channel strategies. selecting intermediary partners and the likely Return
on Investment (ROI) they can achieve

2.4 Determine the level and scope of controls required for effectively monitoring and managing

distribution channels

2.5 Assess the requirements for managing the various stakeholders’ needs within the distribution

channel, in particular, reviews, reporting, communications and conflict management

2.6 Determine the contractual requirements and service level agreements for engaging

intermediary partners within the distribution channel

Section 3 — Managing marketing communications (weig hting 30%)

3.1 Determine marketing communications strategy and objectives to align with and deliver the
organisations marketing strategy and plans

3.2 Prioritise the internal and external marketing segments to be targeted for marketing
communications in different organisational contexts and sectors

3.3 Critically evaluate a range of communications mixes and recommend appropriate creative,
innovative, sustainable and co-ordinated approaches to communications activities and creating
the optimal mix for internal and external marketing activities

3.4 Develop and manage a co-ordinated marketing communications plan, in the context of the
strategic marketing plan, in order to establish and build relationships appropriate to the needs of
customers, stakeholders and prospects in different organisational contexts and sectors

3.5 Critically evaluate and select the most appropriate marketing communications agency for the
utilisation of marketing communications capability against agreed criteria

3.6 Recommend and justify an approach to managing agency relationships including reporting,
monitoring and measuring performance

3.7 Recommend appropriate methods for measuring marketing communications activities and
successful delivery of the marketing communications strategy

Section 4 — Managing and achieving customers’ servi ce expectations through the

marketing mix (weighting 20%)

4.1 Develop clear objectives relating to the provision of service to customers

4.2 Develop a customer service plan and customer care programme, designed to support
customer service requirements, including innovative communications; relationship management
and development; support; and operations/process management

4.3 Assess the value, importance and financial implications of providing service level agreements
to customers

4.4 Determine the most feasible and viable approaches for managing key account customer for
different organisational contexts

4.5 Assess the role and value, to the organisation, of sales/product information, including storage,
retrieval and communication of information and its role in ensuring that revenue is increased or
maintained for key account customers

4.6 Critically evaluate and assess the customer relationship for possible risks, problems and
issues and prepare contingencies for dealing with those risks as they emerge
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Unit 3 — Managing Marketing

The focus of this unit is about developing the marketer as a manager, including giving them the
knowledge and understanding required to develop and manage the marketing infrastructure and
the organisation’s talent development, capability and capacity. This includes developing effective
guality systems and processes to support compliance and approaches to measuring and
monitoring marketing activities.

The unit also includes developing and managing marketing teams, which includes co-ordinating
the human, financial and physical resources within the team effectively.

Finally, the unit includes developing a detailed understanding of managing the financial aspects
of the marketing function and its associated activities in order to ensure that the financial
performance of the function is consistent, reliable and effective.

By the end of this unit, students should be able to demonstrate how they would approach the
management of the marketing function and its associated marketing teams, including effective
resource and financial management.

Overarching learning outcomes:

By the end of this unit students should be able to:

» Recommend how a marketing function should be structured to deliver competitive advantage,
marketing and organisational success

 Assess a range of approaches that can be used to manage the marketing function on a day-to-
day basis

* Prepare plans for showing how a team should be structured, selected, formed, managed and
developed to demonstrate effective performance against objectives

* Critically assess the organisation’s resource needs and capabilities for the marketing team and
manage its marketing activities effectively and efficiently

* Prepare appropriate budgets and accounting documentation to support the financial
management of the marketing function and associated marketing activities

* Critically assess the ongoing financial situation including manageability of the budget, financial
stability and success of the marketing function.

Section 1 — The marketing infrastructure (weighting 30%)

1.1 Critically evaluate the importance of organisational structures in delivering marketing value,
focus and creativity including consideration of how the work of the marketing operations is going
to be undertaken.

1.2 Critically assess the requirements of developing effective and efficient quality systems and
processes to support compliance including evaluating and assessing the relevance of key quality
concepts.

1.3 Determine innovative and effective methods of measuring and monitoring marketing
performance for marketing operation, marketing activities and effective resource management.
1.4 Critically analyse monitoring information and recommend ways in which to improve marketing
performance.

Section 2 — Managing marketing teams (weighting 40% )

2.1 Critically evaluate the differences between management and leadership and identify the role
of an ‘operational marketing manager'.

2.2 Determine the needs for and show how to establish and build synergistic and harmonious
marketing teams including preparing a plan to show how teams should be structured to deliver
organisational and marketing objectives.

2.3 Propose a range of approaches for the sourcing of a team, including consideration of
recruitment, training and development to provide the right balance of competency and skills.

2.4 Plan how the work of the team will be undertaken establishing priorities and critical activities
required to meet marketing and organisational objectives and with customers in mind.
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2.5 Propose approaches to manage and co-ordinate the work of teams and individuals to create
effective working relations including appropriate levels of consultation, taking into account the
balance of skills and activities available.

2.6 Propose approaches to manage and co-ordinate the work of remote teams to create effective
working relations

2.7 ldentify potential areas of team conflict, identifying causes and making recommendations for
ways in which to overcome it.

2.8 Critically assess levels of performance in order to identify poor performance and, reasons for
it and recommendations of how to overcome it including consideration of loyalty and motivation
programmes.

Section 3 — Operational finances for marketing (wei  ghting 30%)

3.1 Assess the different requirements of managing the finances of the marketing function and
associated marketing activities.

3.2 Critically evaluate the different approaches to setting the marketing and communications
budget and associated marketing activities.

3.3 Evaluate the different information sources required to determine the marketing budget for
marketing operations and activities.

3.4 Negotiate delegated budgets with colleagues and agree provisional budgets.

3.5 Undertake cost benefit analysis of marketing activities establishing priorities and best value
approaches to operations.

3.6 Establish effective cost management processes for marketing operations to ensure that costs
are managed effectively to achieve viability in the long-term.

3.7 Assess budget variances, identify causes and recommend corrective actions where
appropriate.

3.8 Establish systems to monitor, evaluate and report on the financial performance of marketing
operations and associated activities against the delegated budget.
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Unit 4 — Project Management in Marketing

This unit will focus on the proactive development and delivery of a justified management process
to support the initiation, implementation and control of marketing projects, including the use of
research and information and preparing proposals and briefs to identify needs comprehensively.
The unit will also focus upon evaluating marketing project proposals and prioritising them on the
basis of fit with market conditions, organisational capacity, competitor activity and strategic
management, while concurrently managing the associated risk of implementing particular plans.
Ultimately, the unit will also cover the implementation of marketing proposals including an in-
depth view of project management, but also integrating knowledge from the other units at this
level.

By the end of this unit, students should be able to develop an effective business case within
different organisational contexts and justify their project proposals in terms of fit with the
marketing strategy, evaluation of risk and the effective use of organisational capacity and
capability.

Overarching learning outcomes

By the end of this unit students should be able to:

« Identify the organisation’s information needs, scope of research projects and resource capability
to underpin the development of a business case to support marketing projects

 Develop an effective business case, complete with justifications, financial assessments and
consideration of the organisation’s resource capacity and capability to deliver

» Undertake a risk assessment programme with suggestions on how to mitigate for risks facing
the organisation and the achievement of its business and marketing objectives

* Design, develop and plan significant marketing programmes, using project management tools
and techniques, designed to deliver marketing projects effectively, in terms of quality, resource
and delivery

* Integrate a range of marketing tools and techniques to support the development and
implementation of a range of marketing projects

» Monitor and measure the effectiveness and outcomes of marketing projects through the end-to-
end project process.

Section 1 — Using marketing information to develop a justified case for marketing projects
(weighting 15%)

1.1 Critically assess the scope and type of marketing information required to develop effective
business cases using both primary and secondary data.

1.2 Critically assess how organisations determine their marketing information requirements and
the key elements of user specifications for the purposes of building a case.

1.3 Critically assess the scope, structure and characteristics of MIS and MKIS as marketing
management support systems and evaluate their importance to business cases for marketing
projects

1.4 Develop a research brief to meet the requirements of an individually specific case for
marketing.

1.5 Critically evaluate a full research proposal to fulfil the brief supporting the information needs of
the case and make recommendations for improvement.

1.6 Identify and evaluate the most effective methods for presenting marketing information and
making specific marketing recommendations relating to product/service development and
implementation as part of the case.

Section 2 — Building a case for marketing projects (weighting 20%)

2.1 Define business case objectives for marketing plans and specific high expenditure marketing
activities.

2.2 Critically evaluate and assess the marketing potential for business case activities, including
consideration of the assessments required to achieve the potential proposition.
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2.3 Critically assess and evaluate customer groups relevant to the business case, matching their
buying characteristics to the marketing proposition through the use of market research
information.

2.4 Determine the extent to which an organisation’s marketing mix may need to be amended or
adjusted to meet the requirements of the customer and broader stakeholders, and consider the
impact of the change on the organisation.

2.5 Critically assess the resource capability and capacity to deliver the business case proposals
and consider the competency and skill requirements of both internal and external resources to
deliver the business case proposition.

2.6 Present the business case and associated marketing plans for consultation and
consideration, with full justifications for the proposed product/service initiatives and how they will
support the delivery of marketing strategies and plans

Section 3 — Assessing, managing and mitigating risk associated with marketing projects
(weighting 25%)

3.1 Critically evaluate the importance of developing an understanding of risk assessments in
organisations in order to protect long term stability of a range of marketing projects

3.2 Critically evaluate the differences between the following types of organisational risk.

3.3 Analyse and assess the potential sources of risk, of both internal and external origins, directly
related to a specific case and consider the impact of these risks on the organisation.

3.4 Design a risk management programme appropriate to measuring the impact of risk in the
context of marketing projects.

3.5 Undertake risk assessments on marketing projects and assess the impact of short/long-term
tactical changes to the marketing plan.

3.6 Critically evaluate the different approaches organisations can take to mitigate risk in order to
reduce its potential to harm the organisation or its reputation.

3.7 Critically assess the strategic impact of implementing proposed risk control measures versus
the strategic impact of taking no action.

3.8 Develop a range of methods for monitoring, reporting and controlling risk on an ongoing basis
for project implementation.

Section 4 — Project management for analysis, planni  ng, implementation and control
(weighting 40%)

4.1 Critically evaluate different approaches to developing a culture of project planning within the
marketing function and the organisation.

4.2 Critically evaluate soft and hard projects in the context of marketing and consider the
differences in terms of project implementation.

4.3 Develop the main stages of a marketing project plan, identifying the activities, estimating time
and cost, sequencing of activities, and assess the competency and skills required of the people
needed to deliver the project.

4.4 Critically assess the importance of and techniques for establishing the marketing project’s
scope, definition and goals relative to the organisational marketing plan.

4.5 Utilise a range of tools and techniques to support project planning, scheduling, resourcing and
controlling of activities within the project to enable effective and efficient implementation.

4.6 Utilise a variety of methods, measurements and control techniques to enable effective
monitoring and measuring of progress throughout the project to ensure that it is completed to
specification, on time and within budget.

4.7 Critically assess the main techniques for evaluating effectiveness, success or failure of a
marketing project on its completion.
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