Unit 3 – Marketing 


Marketing is about understanding the customer and ensuring that products and services match existing and potential customer needs. Marketing is also about looking at ways of influencing the behaviour of customers. In this Unit you will get inside the marketing process from carrying out initial research about a market to asking about the success or otherwise of a strategy. You will investigate the principles and functions of marketing and the way in which they contribute to generating income and/or profit in business. The learning activities will give you hands-on experience of the process and the opportunity to devise your own marketing strategy.

The materials for Unit 3 (Marketing) have been split into three parts:

1. What you need to know - this section has details on what the Unit contains and some suggested Internet sites 

2. What you need to do - this section looks at the assessment of the Unit and gives some help on preparing for it 

3. Assessment criteria - this section looks at how the grades are awarded for the Unit. 

What you need to know 
Marketing is about understanding the customer and ensuring that products and services match existing and potential customer needs. Marketing is also about looking at ways of influencing the behaviour of customers. In this Unit you will get inside the marketing process from carrying out initial research about a market to asking about the success or otherwise of a strategy. You will investigate the principles and functions of marketing and the way in which they contribute to generating income and/or profit in business. 
This Unit is assessed through your portfolio work. The grade on that assessment will be your grade for the Unit. 
To get the best grade possible for your portfolio work you will need to spend some time getting to grips with three broad marketing topics:

1. Marketing principles 

2. Market Research 

3. External Influences on Marketing 

4. Marketing strategies 

1. Marketing Principles 
Start with the professionals. Hit the Chartered Institute of Marketing (http://www.cim.co.uk/) to find out what they believe marketing to be about. Most agree that marketing is about producing goods and services which people want at some agreed level of profit. Businesses that are good at marketing will do this by paying particular attention to… 
· Knowing and understanding customer needs 

· Knowing and understanding what competitors are up to 

· Communicating effectively with customers 

· Making sure that the whole organisation is marketing oriented 

· Dealing effectively with any constraints which may affect marketing 

	Activity - Internet banking

	Check out as many banking websites as possible and assess their effectiveness in terms of the marketing principles identified earlier. Put yourselves in the position of being a potential customer and see which Bank appeals most to you and why. Check out First Direct (http://www.firstdirect.com/), Egg (http://www.egg.co.uk/) and Smile (http://www.smile.co.uk/) as well as the traditional banks like Lloyds TSB (http://www.lloydstsb.com/) and NatWest (http://www.natwest.com). 
In pairs, draw up a table which itemises the aspects of each bank which do/do not appeal to you and why. 


It has been suggested that marketing has only become an important business activity in the last 30 years. Before 1960, companies were mainly concerned with quality and engineering, even today some companies fail to give enough attention to marketing their products… 
The Product Approach – “we got so hung up on quality that we forgot about style” or “we don’t need marketing, our product will sell itself.” 

The TechnologyApproach – Has anybody heard of the Sinclair C5 or the ZX Spectrum? To a lesser extent, look at the Apple Mac computer. 

Really successful companies however, fall into this category… 

Customer-Orientated – The business responds to consumer demands for new products and is dynamic & responsive to the needs o the market. 

Marketing Aims/Objectives:

Objectives set out what the business is trying to achieve and can be set at two levels:

(1) Corporate level

These are objectives that concern the business or organisation as a whole

Examples of “corporate objectives might include:

• We aim for a return on investment of at least 15%

• We aim to achieve an operating profit of over £10 million on sales of at least £100 million

• We aim to increase earnings per share by at least 10% every year for the foreseeable future

(2) Functional level

e.g. specific objectives for marketing activities

Examples of functional marketing objectives” might include:

• We aim to build customer database of at least 250,000 households within the next 12 months

• We aim to achieve a market share of 10%

• We aim to achieve 75% customer awareness of our brand in our target markets 

Both corporate and functional objectives need to conform to the commonly used SMART criteria.

The SMART criteria (an important concept which you should try to remember and apply in coursework assignments) are summarised below:

Specific - the objective should state exactly what is to be achieved.

Measurable - an objective should be capable of measurement – so that it is possible to determine whether (or how far) it has been achieved

Achievable - the objective should be realistic given the circumstances in which it is set and the resources available to the business.

Relevant - objectives should be relevant to the people responsible for achieving them

Time Bound - objectives should be set with a time-frame in mind. These deadlines also need to be realistic.

	Marketing Objectives - Case Study: Post Office Counters Ltd.

In its Mission Statement, the P.O. Counters Ltd., shows these objectives… 
· To meet the needs of our customers in the community. 

· To be the ‘leading provider of benefits distribution, postal services, banking and bill payment facilities. 

· To ‘deliver these services with integrity, efficiency and in a professional way’. 

	Activity – Marketing Objectives

	Investigate the marketing objectives (e.g., via mission statements) of two large companies and two charitable organisations. 

(i) Do the mission statements/marketing objectives meet the SMART criteria?
(ii) Write a brief report stating why each does/does not meet the SMART criteria. 
(iii) Does the mission statement for a charitable organisation differ significantly from that of a corporate business – if so, how does it differ and explain why that be case.


2. Market Research. 
There are two main approaches to market research; primary and secondary. You need to know about both. Primary is essentially research you do yourself and all business texts contain sections on the pros and cons of different techniques. Secondary research is about making use of existing information. In the real world most research tends to be the latter and as the Internet is used as a means of accessing market research data there are lots of useful links. 
Try Market Research (http://www.marketresearch.org.uk/) and then think of particular industries or markets you would like to know more about and try Keynote (http://www.keynote.co.uk/) and Mintel (http://www.mintel.co.uk) and see what you can find out about marketing activities in these areas. 
3. External Influences on marketing. 
Companies do not have a completely free hand when it comes to marketing. They are faced with legal, social and political constraints. Check out the Advertising Standards Authority (http://www.asa.org.uk/) which has an excellent site that contains details of all its recent judgements. You might like to visit Trading Standards (http://www.tradingstandards.net/) and Junkbusters (http://www.junkbusters.com) to look at the anti direct marketing moves on the net.
	Activity

	Everyone in the class should choose a different market and see who can use the Internet to find out the most market research data. 

Use the Internet to collect evidence of where you think marketing fails to take account of external influences.


4. Marketing Strategies. 
Finally you will need to look at how different businesses put together marketing strategies. Key words and phrases here will be marketing segmentation, marketing mix, product life cycle and the Boston matrix. 
	Company
	Brand Positioning 
	Recent Advertising Campaign/s
	Product Development

	Cafédirect

Cafédirect's full range of coffee and tea products are available from major supermarkets, independent retailers, Oxfam and Traidcraft mail order, One World Shops and independent health and wholefood stores. A Cafédirect espresso and Teadirect is also available in Costa coffee shops. Products are also sold in food service eg. university canteens, business canteens and The Eden Project cafes.


	Cafédirect's brand positioning is two-pronged. Firstly it is 'the pioneer of Fairtrade'. It has demonstrated this 'first to market' approach in both retail and food service. The second strand is about quality. The quality message has long been missing from Fairtrade product campaigns and without it, in a quality-conscious consumer society, only a limited number of consumers will be motivated to buy.

The company addresses the issue by supporting the quality aspect of its premium product range, and by investing in sophisticated marketing campaigns, which attract new customers to the Fairtrade sector.

Brand awareness has increased to 56% following successful campaigns and increased distribution in major supermarkets.


	A recent development on the marketing front is the new premium instant coffee brand '5065', launched in 2002 to attract younger consumers. A departure from other brand marketing activity, 5065 communicates the quality message with a 'lighter' profile through entertainment media, ranging from sponsorship of cutting edge theatre at the Edinburgh Festival Fringe to presence at other major popular cultural events such as the BAFTA Awards and the British Comedy Awards.


	Cafédirect invests more than a third (36%) of its gross profit into marketing and product development to ensure growth, to raise awareness of Fairtrade, and to communicate the brand and product range.

The system of developing sales and new markets is not dissimilar to other companies. However, the unique feature in the Cafédirect process is to match consumer needs with those of its producers. This adds a degree of complexity to the process but is crucial to its mission. When a new product is developed, Cafédirect examines both consumer and producer requirements. Should a gap exist, the PS&D programme aims to ensure that producers have the necessary tools and resources in place to deliver new products. Cafédirect identifies new product lines, conducts feasibility studies with producers to establish the most effective production processes, and then brings it to market with a comprehensive sales and marketing programme.


	Carphone Warehouse

Summary of Products and Services:

· Mobile phones from the major manufacturers. 

· Connections with all the main mobile network operators. 

· Pay-as-you-go vouchers and accessories. 

· Personal digital assistants (PDAs). 

· Mobile phone insurance and general insurance. 

· MViva. 

· Fresh. 


	Carphone Warehouse has some clear ideas of how to position its business to protect itself from saturation or decline in some areas of its markets. The breadth of services offered by Carphone Warehouse originates in the company's belief in the continued growth of the mobile phone market. Recent claims of the demise of the market, with disappointing initial sales of 3G devices, are believed by Carphone Warehouse to be a short-term phenomenon. 

In response to poor sales of new mobile handsets, Carphone Warehouse has concentrated on replacement handset sales and after-sales services such as insurance and customer care for the mobile operators. The company manages the customer care service for new contract customers who sign up at Carphone Warehouse stores on Vodafone and O2 in the UK, and Orange and SFR in France. 

Carphone Warehouse already sells news messaging services, providing a choice of CNN, Sky News, BBC, the Guardian and the Financial Times on its MViva portal. But the main driver of growth in news services in the UK seems to be football; Carphone Warehouse has a package for the full Premier League season for approximately £30. 

Why bother paying for news on a mobile, when the same news is freely available on the Web? Well, the market evidence indicates that as long as the content is short, up-to-date and of interest to sufficient numbers of customers, mobile phone users expect to pay for these news services, whereas they see the Internet as a free source of news.
	One to watch, as Carphone Warehouse have recently announced their acquisition of Opal Telecom, a cheap-rate phone call company for £ 65 million. Carphone Warehouse are expected to use Opal's 250 staff to sell fixed-line phone services to residential customers. They have yet to decide the brand name they will use to market this new product.


	New developments such as 3G phones offer large commercial opportunities to players in the mobile telephony industry. Carphone Warehouse pride themselves on being one of the first companies to introduce quality products and services to customers. They believe that this is an innovative approach, affecting not only what they sell but how they sell it.




	easyJet

Low cost flights on 89 routes from 36 European destinations.


	Awards won by easyJet in 2002 include the following: 

· Best Performing Small Airline in Aviation Week 

· Top European Low-Cost Airline in passenger survey by Skytrax Research UK 

· Best Online Retailer in Revolution New Media Awards 
	easyJet use a variety of advertising media including online, radio, mobile display unit (buses). The Advertising Standards Authority (ASA) records that they upheld one complaint relating an easyJet advertisement. The advert in question, which appeared in the national and regional press, was headlined 'Low fares needn't B A con!' More details of this adjudication can be accessed at: http://www.asa.org.uk 
	In October 2002 the company selected Airbus as their chosen supplier of new aircraft. They propose to order 120 A319s over a five year period, from the second half of 2003. This is very good news for UK workers involved in Airbus construction and supply.

	Sainsbury’s
	Sainsbury's belief in the strength of their brand has underpinned its purchase of Shaw's Supermarkets in the USA. The company also sees its expansion into financial services and property as gaining 'leverage' in different markets, by using the strength of the 'Sainsbury' brand name and values.
	A case study (presented as part of the Advertising Effectiveness Awards) argued that Jamie Oliver (the TV chef) has helped the group to generate £1.12bn extra in sales. So has the 'Naked Chef' been a naked success for Sainsbury's? Well according to a review of the advertising campaigns carried out by the supermarket group, the answer is definitely 'yes'. It argues that the £41m spent on the advertising campaign has helped to generate £5 of profit for every pound spent on the campaign. The supermarket group has increased turnover by £2bn over the last two years and the report is attributing over half of this to the advertising campaign. However, critics point to the fact that Sainsbury's have also been spending billions of pounds on upgrading stores and improvements in their distribution and supply chain. They have also opened 4% more selling space over the same time period. 
	In supermarket retailing, new products are launched on a regular (often weekly) basis. Usually though, these are modifications of existing products. Sainsbury's, as do many other retailers, develop many new types of food products - Sainsbury's launches about 1,000 each year. The company's main focus for food development is through its Food Centre.

The company has been working to develop more non-food product lines including children's clothes and health and beauty.


	Activity

	Take one of these strategies and critically evaluate its likely effectiveness - i.e. identify its strengths and weaknesses and come up with a balanced conclusion.


What you need to do. 
You need to produce a marketing strategy for a new or existing product. Your strategy will need to include evidence and information about:

· how the strategy is based on the principles of marketing 

· how you have used sources of primary and secondary marketing information 

· how you have analysed the impact of the external environment on your marketing decisions 

· how you analysed the marketing context and decided on an appropriate strategy 

· how you developed a coherent mix of strategies to meet consumer needs. 

You will also need to make an oral presentation of part of your strategy to show how it will work effectively.
You are not allowed to pinch actual companies marketing strategies. You must come up with your own. It can be based on an existing product or service.

Assessment Criteria. 
To achieve a Grade E you must show you can:
	E1
	Appropriately identify, collect and use primary and secondary data relevant to the marketing strategy

	E2
	Judge a marketing strategy for a product or service with a clear understanding of the principles of marketing

	E3
	Clearly analyse the external influences affecting the development of the marketing strategy

	E4
	Create a realistic rationale for the development of a coherent marketing mix for the product or service

	E5
	Use presentation skills effectively in explaining one aspect of your marketing strategy to an informed audience.


To get a C you also need to:
	C1
	Explain how your understanding of marketing and market research affects your choice of marketing strategy

	C2
	Independently identify, collect and use information relevant to the marketing strategy

	C3
	Identify and explain the links between your analysis of external influences and the development of your marketing strategy

	C4
	Make well-reasoned proposals for your marketing mix, clearly linking your proposals to information generated by your analysis.


To get an A you also need to
	A1
	Independently identify and collect a range of information relevant to the marketing strategy and apply appropriate methods for checking its validity

	A2
	Use appropriate marketing models and tools to evaluate the likely success of the marketing strategy

	A3
	Evaluate the reliability of the different marketing models used

	A4
	Develop a coherent and well-balanced marketing strategy that reflects appropriate use of marketing models and tools.



