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	Learning Outcome
	Assessment Criteria
	Guidelines and range
The candidate provides evidence that they understand:

	1.Understand the strategic management
of marketing activities


	1.1 Analyse concepts underpinning strategic marketing in business practice




	Broadly speaking, strategic marketing is the scanning of the internal and external environments to develop a strategic marketing plan that differentiates the organisation from its competitors in its target markets, whilst being consistent with its mission statement.

Tools, models and concepts  used by strategic marketing include:
· Competitor analysis
· Market analysis
· Marketing mix
· BCG matrix
· Ansoff Matrix
· Five Forces (Porter)
· Market segmentation
· SMT analysis (Segmenting, Targeting, Positioning)
· SWOT and PESTLE
· Marketing audit
· Product portfolio analysis
· etc.


	
	
	In this criterion the learner is required to analyse three or more concepts underpinning strategic marketing in business practice in order to determine their essential features and draw conclusions.

	
	1.2 Assess the scope of strategic marketing activities and how they affect a business
	Marketing is a business philosophy that puts the customer and his or her satisfaction at the centre of all business activities, and the scope of marketing is expressed well by Drucker (1954):

‘Marketing is not only much broader than selling, it is not a specialised activity at all. It encompasses the entire business. It is the whole business seen from the point of view of the final result, that is, from the customer’s point of view. Concern and responsibility for marketing must therefore permeate all areas of the enterprise.’
Peter Drucker (1954) ‘The Practice of Management’


	
	
	In this criterion the learner is required to use appropriate criteria to assess the scope of strategic marketing activities and how they affect a business.

	

















































	1.3 Evaluate the relationship between the marketing and other business functions

	As marketing ‘encompasses the entire business’, marketing will inevitably need to work with other functional departments to ensure the satisfaction of current and future customers’ needs.

Marketing will need to work closely with, for example, manufacturing to ensure that quality and design specifications meet customer requirements; with finance to agree budgets for promotion and distribution, and with Human Resources to develop sales teams.

These other business functions will have their own priorities, and there may well be some level of conflict between business functions as they each compete for scarce organisational resources.


	
	
	In this criterion the learner is required to evaluate the relationship between the marketing and other business functions in order to ascertain how well it works.

	
	1.4 Analyse the planning principles involved in developing a marketing strategy









	Marketing strategy planning is the continuous process by which strategic marketing plans are developed.

It is important to note that a strategic marketing plan is not the same as a strategic market plan:
· Strategic marketing planning is concerned with the development of organisational goals and corporate strategy
· Strategic market planning is concerned with how an organisation’s goals within a specified target market can be achieved

Strategic marketing planning is a systematic process, often referred to as the strategic marketing planning cycle, that develops short-range, medium-range or even long-range marketing plans, depending upon the complexity of the marketing environment.
   

	
	
	In this criterion the learner is required to analyse the planning principles involved in developing a marketing strategy in order to determine their essential features and draw conclusions.

	
	1.5 Analyse a range of tools to evaluate a strategic marketing plan
	An evaluation of a strategic marketing plan should ask:
· Is the marketing strategy consistent with the organisation’s mission and objectives?
· Is the marketing strategy consistent with other organisational strategies?
· Is the marketing strategy based upon valid and reliable information?
· Does the marketing strategy address key strategic questions?
· Is implementation of the marketing strategy feasible?


	
	
	In this criterion the learner is required to analyse a range of tools and draw conclusions as to their usefulness to evaluate a strategic marketing plan.

	
	1.6 Explain the advantages and limitations of a range of marketing strategies
	Marketing strategies can be classified under four broad headings:
· Segmentation and target market strategies
· Positioning and differentiation strategies
· Customer relationship strategies
· Competitive advantage strategies


	
	
	In this criterion the learner is required to explain the advantages and limitations of two or more marketing strategies.

	2. Be able to evaluate a market

	2.1 Evaluate existing and potential markets against agreed strategic criteria

	In order to evaluate existing and potential markets against agreed strategic criteria, marketing managers will need reliable, timely and valid information about market demand, customers, and any other relevant factors operating in each market.

This information will be obtained from internal records, marketing intelligence and marketing research, and the whole process of assessing information needs, obtaining the required information, and then distributing the information to marketing managers will be formalised as part of the organisation’s Marketing Information System (MIS).  


	
	
	In this criterion the learner is required to provide evidence that he or she has evaluated two or more existing and potential markets (i.e. at least one of each) against agreed strategic criteria in order to provide a solution, conclusion or recommendations.

	
	2.2 Identify features of actual and potential offerings through an evaluation of competitors’ products and/or services


	‘Competitor analysis’ is the continuous process of comparing the organisation’s own product or service offerings against those of its close competitors in order to find areas of potential competitive advantage.

It is important to note that identifying competitors is in itself problematic as ‘competitors’ will exist both in an organisation’s industry and in an organisation’s market, i.e. the ‘industry perspective of competition’ and the ‘market perspective of competition’.

Having identified competitors’ products and/or services, the organisation must then decide upon its own actual and potential offerings and competitive strategy, and this will be determined to a large extent by the organisation’s strategic criteria and available resources, and whether it is a market leader, a market challenger, a market follower, or is operating in a niche market. 


	
	
	In this criterion the learner is required to identify features of actual and potential offerings through an evaluation of competitors’ products and/or services.

	3. Be able to develop a marketing and
marketing communications strategy
and plan

	3.1 Evaluate a range of marketing
communications frameworks
	The Chartered Institute of Marketing (CIM) defines marketing communication as ‘the tools a company uses to deliver a range of promotional messages to its target markets’ (CIM, How to plan marketing communications’, 2009), and provides the following examples:
· Brochures
· Mailshots
· Websites
· Advertisements
· Sales promotions
· Exhibitions
· Personal selling
· Press publicity campaigns

These tools should not be used in isolation or managed separately; they must be combined in an effective communications mix and communications plan that provides a clear and consistent message to the market that is consistent with all elements of the marketing mix.


	
	
	In this criterion the learner is required to provide evidence that he or she has evaluated a range of marketing communications frameworks in order to ascertain their usefulness and provide a conclusion and/or recommendations.

	
	3.2 Define marketing messages that are consistent with strategic objectives, organisational culture and values
	Marketing communications are the ‘public face’ of the organisation, hence, In addition to demonstrating consistency with all elements of the marketing mix, marketing messages must be consistent with strategic objectives, organisational culture and values.


	
	
	In this criterion the learner is required to provide evidence that he or she has defined marketing messages that are consistent with strategic objectives, organisational culture and values.

	
	3.3 Specify communications media that are likely to reach the identified target customers
	Communications media are the tools with which to deliver consistent promotional messages to identified target customers, and the choice of a cost-effective media will vary according to, for example, what the target customers are looking for and how they can best be reached. 


	
	
	In this criterion the learner is required to specify communications media that are likely to reach the identified target customers.

	
	3.4 Integrate marketing communications within operational processes

	Marketing communications and ‘Promotion’ are elements of the ‘marketing mix’, an influential marketing model that provides a framework for achieving and sustaining competitive advantage in target markets.

The ‘traditional’ 4P marketing mix comprises:
· Product
· Price
· Promotion
· Place

This is now considered to be limited, and has been expanded to the 7P marketing mix by including:
· People
· Physical evidence
· Process management


	
	
	In this criterion the learner is required to provide evidence that he or she has integrated marketing communications within operational processes.

	4. Be able to manage strategic marketing
activities

	4.1 Set pricing strategies that are consistent with organisational strategy, objectives and values and which optimise the potential for sales

	Pricing is a complex activity for any organisation, and price will be a variable that changes over time in response to fluctuations in the competitive environment and as products and services move through their life cycle.

Consequently, there are a number of pricing strategies described in marketing literature, including, but not restricted to:
· New product pricing strategies
· Market-skimming
· Market penetration
· Product-mix pricing strategies
· Product line pricing
· Optional-product pricing
· Captive-product pricing
· By-product pricing
· Product-bundle pricing
· Price adjustment strategies
· Discount and allowance pricing
· Segmented pricing
· Psychological pricing
· Promotional pricing
· Value pricing
· Geographical pricing
· International pricing
Kotler et al ‘Principles of Marketing’


	
	
	In this criterion the learner is required to provide evidence that he or she has set two or more pricing strategies that are consistent with organisational strategy, objectives and values and which optimise the potential for sales.

	
	4.2 Manage the implementation of
marketing strategies, plans and
activities in accordance with organisational policies, values and
priorities

	

In this criterion the learner is required to provide evidence that he or she has managed the implementation of marketing strategies, plans and activities in accordance with organisational policies, values and priorities.


	
	4.3 Monitor the performance of products and/or services and subcontractors against agreed success criteria

	In this criterion the learner is required to provide evidence that he or she has monitored the performance of products and/or services and subcontractors against agreed success criteria.


	
	4.4 Adapt marketing strategies, plans and activities in the light of feedback and/or changing circumstances

	In this criterion the learner is required to provide evidence that he or she has adapted marketing strategies, plans and activities in the light of feedback and/or changing circumstances.
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